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The 


NOMAD Moccasin... 
an impeccable example of Stacy-Adams’ 
““Men’s Shoes of Distinction”. Hand-sewn 
front; fully leather lined. Superbly crafted 
in Hubschman’s Calf *1072 Town Brown 
...by Stacy-Adams Co., Brockton 62, Mass. 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. + FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y 





The BRADFORD 
Sitk Lobel Series. 


Model 166. 


Brown Calfskin, 


Moccasin Toe 


I ” Wl 
He 


Sik Lobe! Series. Model 124 
Hi-Riner Slip-On in Block or 
Brown Imported Calfskin 


PoRTAGE 
phoes fee men 


Forto -Fed 


al Retail from $11.95 to $23.95 


PORTAGE SHOE MFG. CO. - 


WALK RIGHTJINTO 


That’s the invitation that we’re extending 

on behalf of PORTAGE Dealers 

...1n page-dominating advertise- 

ments that will appear in the 

powerful publications most 

men read and believe in. . . 

TIME, TRUE, and ESQUIRE. 

That theme, recurring from now through 

the end of the year, is planned to pull 

people into their stores . . . the only places 

where men can “‘walk right in” and walk 

out again in proved PORTAGE and 
PORTO-PED comfort. 


If you are a member of the great 
PORTAGE dealer organization, this is 
the kind of campaign that can put more 
profit in your pocket. Your windows, your 
interior displays, your local newspaper 
advertising, and your direct mail will all 
be tied in with the PORTAGE national 
advertising push and, together, we'll have 
them walking right into YOUR store, “‘just 


like it says in the ads.”’! 


MILWAUKEE 1, WISCONSIN 


A DIVISION OF WEYENBERG SHOE MANUFACTURING COMPANY 
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FREEMAN dealers are 
building extra year-’round business 
with these irresistible 


Christmas Casuals 


SSundommes 


Fine Shag leathers, s-m-o-o-t-h inside. 
“Cushionized" between inner and outer sole. 
Your price $6.50—suggested retail about $10.95. 








SS Paha 


Glove-soft luxury leathers . 
foam-cushioned, heel to toe. Your price $8.25 


—suggested gota about $13.95. 








Butter-soft casuals . . . headliners in the year-'round 
gift parade. Your price $6.95—suggested retail about $11.95. 


We call it “run-away” footwear . . . it moves 
so fast! In countless stores . . . over many 
months . . . these great Freeman Casuals 

have proved themselves to be consistent 
money-makers! Fireside or Father's Day, 
January or June... you'll always have takers 
for these beautiful styles! The line is long . . . 
the price is right! So what are you waiting for? 


Stock up with the Freeman Family of Fine Footwear ... Wonderful Feeling Freeman Shoes, Town Squires, Bootmaker 
Guild. For action, write to Freeman Shoe Corp., Beloit, Wis. America’s Largest Exclusive Makers of Men's Fine Shoes. 


i’) 1960 Freeman Shoe Corp 


Boot and Shoe Recorder 





September |, 1960 





EVERIT B. TERHUNE, JR. 
Publisher 
JOHN J. REILLY 


JOHN B. PRADER 
Business Manager 


EDITORIAL STAFF 
James Edmonds, Managing Editor 


Estelle G. Anderson, Associate Edi- 
tor, News, Children's Fashions 


Eleanor Maud Rutty, Fashion Editor 
Owen A. Thomas, Associate Editor 
Charles H. Hossack, Associate Editor 
William A. Rossi, Field Editor 
Roland M. Wright, News Editor 
Mory L. O'Leary, Make-up Editor 


Editor 


CORRESPONDENTS 
Washington, George H. Baker, Neil 
R. Regeimbcl, David R. Heinly; 
Washington-Baltimore, Martha Davis 
Heaps; Boston and New England, 
Owen A. Thomas; St. Louis and the 
Southwest, Geraldine Epp, Virginio 
5. Marshall; Mountain States Area, 
Vivien Anderson; Los Angeles Areu, 
Norman Phillips; Milwaukee, Benn 
Oliman; Minneapolis, Donald M. 
Lyons; Houston, Barbora W. Levy; 
Atlanta and the Southeast, Robert 
H. Brown; Columbus, O. Mardo 
Williams; Chicago Areo, Edwin J. 
Knudsen. 


Paul Wooton, Washington Member 
Chilton Editorial Boord. 


Robert Gunning, Readability Con- 


sultant. 


John H. Kofron, Chilton Research 
Director. 


ADVERTISING STAFF 


Harry R. Hughes, 100 East 42nd St., 
New York 17, N. Y. Oxford 7-3400 


Robert J. Mcinnis, 360 N. Michigan 
Ave., Chicago !, Il. Randolph 
6-2166 


Hugh M. Bowen, Room 1403, 122! 
Locust St., St. Louis 3, Mo. Central 
1-9698 


Gordon Scott, Gordon Scott, Jr., 
10 High St., Boston 10, Mass. Liberty 
2-4460 


Clarence R. Heyde, Chestnut & 5éth 
Sts., Philedelphia 39, Pa. Sherwood 
8-2000 


L. H. Jackson, 198 S. Alvarado St., 
Los Angeles 57, Calif. Dunkirk 7-4337 


John Sangston, 911 William-Oliver 
Bidg., Atlanta 3, Ga. Jackson 3-679! 


Frank McKenzie, 1355 Market $t+., 
a Francisco 3, Calif. Underhill 
I- 7 


CIRCULATION MANAGER 
@ Frank Biglin NB P) 
BOOT AND SHOE RECORDER 
Chestnut & 5éth Sts., Phila. 39, Pa. 
Copyright 1960 by CHILTON COMPANY 
GS. C. Buzby, President 
Vice-Presidents: P. M. Fohrendorf, 
Leonard V. Rowlands, George T. 
Hook, Robert E. McKenna; Treasurer: 
William H. Vallar: Directors: Maurice 
E. Cox, Frank P. Tighe, Everit 8B. 
Terhune, Jr., Russell W. Case, Jr., 
Charles A. S. Heinle, John H. Kofron, 
George E. Cameron — Comptroller, 

Stanley Appleby. 


é 


Recorder 


Vol. 158, No. 7 Founded 1882 


In This Issue . . . 
Variety of Types in Rubber-Soled Casuals .... 


Variety in styling, patterns, materials, colors, lasts, heels, soles 
—all offer sales opportunities for the 1961 play and casual 
shoes for women. 


What's in a Shoe and How fo Sell lt .......... 


This valuable feature returns with a summary and discussion 

of shoemaking processes and constructions. 

The How and Why of Telephone Directory 
PL Kaa pebbenecccesseeecesdeeces 

The Yellow Pages often yield higher returns than any other 

form of advertising. 


Authenticity Sells Boots.................... 
Boot customers want the real thing in western boots and they 
like authentic displays. 

New Record Highs Hit by Imports for First Half 
Here are the figures that show the spectacular rise in shoe 
imports, and an interview with J. G. Schnitzer, head of the 
Leather, Shoes and Allied Products Division, Department of 
Commerce. 

How Should You Organize Your Business?.... 
Understand the different kinds of business organization 
sole ownership, partnership, corporation—and use the one 
that’s best for you. 

Inside Shoe Business .............-2eeeeeeee 
The Rising Cost of Transients. Just to stay even, the average 
shoe store must show a yearly gain of 25 percent in new cus- 
tomers. Never in the history of America has the migration of 
customers been so great. 


Departments... 


About Shoe People 
Boker Reporting from Washington Retail Merchandising 
93 


Retail Openings 

Retail Trade Report 
Salesmen and Supp'‘iers 
Salesmen on the Road 
Shoe Shows 

Trade Literature 
Voice of the Trade 
Whet's New 


Dates to Remember 
Deaths 

Editorial 

Financial 


Letters 


Manufacturing Report 
Pattern Portrait 


Coming September 15... 
How to Be Seen at a Shoe Show 
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Just lining up shoes on a table in a hotel room is not enough. 
Here are some ideas for making prospective buyers want to 


come in to see what you have. 
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See, smell, touch, try .. . from tots to 
teens, the world is to explore. 

In these formative years, Blue Star 
provides the firm footing 

(and fashion) active explorers 

must have. Blue Star shoes 

for children are made 


with their future in mind. 


BLUE STAR SHOES, INC. 








BLUK J m 
TAR 


2° - $6- CHILDREN’S SHOES 


In Stock — Same Day Service 


MANUFACTURERS, © FRANKLIN ST., LAWRENCE, MASS, 





stitch 


FOR 
stutc 


They're just what your customers 
want ...Italian-inspired styling . . . 
American cushioned-comfort — 
and you can sell Ferraris at a 
price they want to pay — $8.95! 
Catalog on request 





FERRARIS 


America’s newest, fastest growing volume line. 


A division of Nashua Footwear Corp., 250 Canal St., Lawrence, Mass. 
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It's HMappening.... 


New Competition! 


Proof is well on the way that no product, like no 
man, is indispensable. 


“More and more marketers are forced to the star- 
tling realization that their traditional competitors, 
with whom they have been pleasantly struggling 
for decades, don't amount to a hill of beans com- 
pared to the new and unheard-of-products (or old 
products come alive) that are popping up in the 
most unsuspected places... without regard for in- 


dustry lines,” says SALES MANAGEMENT. 


“Never before have companies been faced with such 
a diversity in their adversaries . . . tougher-than- 
ever traditional enemies, plus overwhelmingly strong 
competitors from unexpected and (sometimes even 
unrecognized) quarters. 


“Where is this ‘outside’ competition coming from? 
The three most prevalent forms are: new materials, 
new technology and changed consumer tastes. 


“The laboratories are spewing forth new develop- 
ments at an unprecedented rate. Consumers are 
mobile, more sophisticated than ever: and_ their 
most deeply entrenched tastes will be changing. 


“What can the marketer do? The best answer is to 
try to see it coming. Impress upon the sales force 
the need to be ever alert to even the slightest trem- 
ors of impending change. 


“It is seldom possible to head off such develop- 
ments. But it is possible to gird for battle: to im- 
prove the existing product; even to make plans for 
joining in the new development rather than trying 
to fight it. 


“Just don't say it can’t happen.” 


Sule. (ee | 


Publisher 
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#1 Drape 


#20 Chip Marble #2 Button Down 


Design 
your own 
line of 


#5 Double Ring 


et 
holiday 
selling! 


#18 Acrylic #6 Butterfly 


oe 


» 


#17 Buttons #12 Tie Bar 


#16 White Marble 


CHOOSE FROM 11 STYLES IN PUMPS 
AND SWIVELS ...AND PICK YOUR BOWS! 


Patents, nylon velvets and kangaroo... 
with three popular heel styles. Choose 
from the 10 styles of bows you see here. 
Get set now for Holiday selling so that 
every little miss will have new Parties for 
her holiday parties. And, don’t forget! 
Promote Parties for gifts, too! 


VAISEY- BRISTOL SHOE CO. 
Monett, Mo. 











BFG and Hood have scheduled back- 
to-school national advertising to help 
you sell! 12,000,000 people are 
shopping BFG and Hood children’s 
footwear right now—through full- 
page, full-color ads in The Saturday 
Evening Post and Look. 

It’s a vital part of the biggest 
nationa! advertising effort in BFG 
and Hood history. Why not gear 
your footwear selling to this hard- 
working, continuing advertising 
campaign! Check your stocks now. 
BFG and Hood “‘P-F’’ canvas 
shoes, stormy weather boots and 
the smart new Fall casuals. 


ALL ABOARD 
FOR EXTRA FOOTWEAR SALES! 


1. The important “‘P-F’’ rigid 
wedge helps keep the weight of the 
body on the outside of the normal 
foot, decreasing foot and leg 
muscle strain. 

2. Sponge rubber cushion. 


Sales-Fashioned Footwear B.EGoodrich 


~fi00D— 
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@ The Tariff Commission is about to end its hearings and will 
begin writing its recommendations for the President. 


@ The Census Bureau reports that 64 per cent of 
the nation’s 45.100,.000 families are located 
in cities or towns. 


al 





®@ The Justice Department is appealing to the 
Supreme Court a decision that the President 
cannot modify Tariff Commission rulings. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





The government's tariff experts, after a fast two months of listening 
to the complaints of American businessmen concerning imports, are about 
to start writing their private recommendations for President Eisenhower. 

The first phase—investigation and public hearings—of the govern- 
ment’s long, drawn-out study of import duties is about to end. Federal tariff 
experts are about to start writing their private rate recommendations. 

The public investigation phase of the study is scheduled to end on 
September 7. The Tariff Commission then has until late November to 
submit its private report to the President. This report will discuss, product 
by product, whether the peril-point for each product should be lowered 
or not. (The peril-point, in tariff law, is the point below which rates should 
not be cut if an industry is to avoid ruin caused by imports. 

It is difficult to pre-judge what the Commission will recommend in the 
case of footwear. When the footwear industry presented its case for relief 
recently, the tone of questioning by Chairman Joseph E. Talbot was not 
over-friendly. Mr. Talbot made it clear that he doesn’t believe relief is 
warranted for any industry that enjoys a degree of prosperity. 

$y implication, he made it clear that an industry that expects to 
obtain relief from the Tariff Commission must be on its knees. 

As Senator Kenneth B. Keating (New York Republican) put it recently 
in discussing the glove import situation, “Must an industry faint in the 
breadlines before it can qualify for tariff relief?” 

The trouble with the Talbot standards of damage is that the relief, 
when it finally comes, is too little and too late. 


Nearly two-thirds of the nation’s households are located in cities or 
towns, according to a new Census Bureau report. For merchants aiming at 
family-type business, these new facts about households will be of interest: 

Sixty-four per cent of all households are in cities or towns. 

Twenty-eight per cent are outside towns but not on farms. 

Nine per cent are on farms. 

All told, there are now 52,600,000 households in the nation. 

Husband-wife households predominate (75 per cent). 

One or more relatives of the head of the house can be found in 11 per 
cent (5,600,000) of all households. 

There are now 40,200,000 married couples in the U. S. 

All but 2.4 per cent of these maintain their own households. 

There are now 45,100,000 families in the U. S. All but 206,000 run 
their own households. 


The Supreme Court has been asked to decide whether or not the Presi- 
dent has the power to modify recommendations of the U. S. Tariff Com- 
mission in setting import tariffs and quotas. 

The Justice Department is appealing a decision by the U. S. Court of 
Customs and Patent Appeals which holds that the President may accept 
or reject Tariff Commission recommendations, but may not modify them. 

The question arose in a case involving the importation of foreign made 
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@ The U. 8S. Treasury is trying to find out whether 
English shoeboard is being dumped in this 
country at less than fair value. 


Report from 


@ West Germans are in the market for U. 8. shoes 


WASHINGTON es Department gives a list of German 





bicycles. But the implications will be felt in all industries affected by im- 
portation of low-cost competitive goods produced abroad. 

The bicycle case developed when a New York importer filed suit fol- 
lowing President Eisenhower's decision in 1955 to impose a tariff on 
foreign built machines. Eisenhower specified a tariff increase after domes- 
tic producers appealed for help under the “escape clause” provision in the 
Trade Agreements Act. 

The “escape clause” permits domestic producers to seek tariff increases 
when they can show that imports are hurting their business. 

The Tariff Commission hears the petition and makes specific recom- 
mendations to the President if the evidence presented is conclusive. The 
recommendation often includes both the direction of adjustment of the 
tariff and the amount. 

In the 1955 case, Eisenhower accepted the Commission's recommenda- 
tion for an increase in tariffs, but established the amount at a lower level 
than the recommendation called for. 

The question placed before the High Court is whether or not the Presi- 
dent is bound to accept or reject the exact amount of adjustment recom- 
mended by the Commission, or whether he may modify it. 

The Customs Court says the Trade Agreements Extension Act of 1955 
does not allow the President to ignore the specific recommendations of the 
Tariff Commission. The Justice Department feels that an amendment to 
that act, passed in 1958, permits the President to adjust rates if the needs 
of foreign policy or consumer protection are involved. 

The lower court decision enlarges the importance of the Tariff Com- 
mission, traditionally more sympathetic to domestic industry. Should the 
Supreme Court reverse the ruling, the significance of Tariff Commission 
decisions would be greatly reduced. 


The government thinks there’s some reason to believe that some English 
shoeboard is being dumped in the U. S. 

As a result, the Treasury has told its customs officials to hold up on 
appraisement of shoeboard made by W. W. Chamberlain & Sons, Ltd., of 
England. The Treasury wants to determine if shoeboard from Chamberlain 
is being dumped (sold at less than fair value 

Under the U. S. antidumping law, a determination by the Treasury that 
dumping is being carried out would mean that the case would be referred 
to the Tariff Commission. The Commission would then consider whether 
U. S. industry was being injured. Both dumping price and injury must be 
shown to justify a finding of dumping. 

The Treasury says Chamberlain shipped $67,000 worth of shoe shoe- 
board to the U. S. in 1959. 


Western Germans are hot prospects for American footwear, according 
to the U. S. Consulate General in Duesseldorf. 

The Germans are eager customers for: 

Women’s stylish shoes. 

Colorful leather novelty shoes. 

House slippers. 

Rubber and plastic overshoes. 

Market potential for these products is 
back to Washington from Duesseldorf. 

In the case of overshoes, West German production is far below con- 

(CONTINUED ON PAGE 64) 


strong,” according to word sent 





Boot and Shoe Recorder 





Upo 


You'll find the answer in the LIA Leather High-Lights promotion. 
Major fashion news this Fall is the higher front, the higher heel 
and tongue, the overall higher and slimmer lines. It’s a more 
shoe look...an entire family of shoes in quality leather textures 
and colors. Sales go up, profits go up when you tie up with the 
Leather Industries of America Leather High-Lights promotion. 
This striking full-color spread will appear in October Zaquite 





wicher 
THE FASHION IN MEN’S SHOES...NEW LEATHER HIGH-LIGHTS 


As trowsers end slecks geo slimmer, shee fashion rises to the occasion with burnished olives, true browns, blacks and other masculine colers. 

new Leather High-Lights. It's « more-shoe look and « light-shoe feeling. It's soles and leather linings assure your comfort Nothing reflects 

an entire family of shoes ...of limitiess variations, in supple, rugged leathers... quality like fine leather shoes. Leather Industries of America. 

LEATHER HIGHLIGHTS AVAILAGLE AT STORES pap chen WESE FAMOUS 2 one a Memtgomery Ward Porte Ped Sears Reetuch Thom McAn Weabere 
Ao Bere City Cu Vortene Rand Stetson Walk Over ert op 
Bostonian 


Randcraft Tayter Made Werd Hm Yerktows 
John C. Roberts 











Briteh Weathers Fiegg Gree ca poe —— 








For Free display materials, write to: Leather Industries of America, 4lI Fifth Avenue, New York 16, N. Y. 





Tremendous National 
helps you sell more Famous 


{ FieldeStream it 


WHAT'S THE SECRET OF THIS BOOT 


that always — your feet 
absolutely dry and comfortable? 


G E O R G I A SHOE MANUFACTURING 


World’s largest manufacturer of men *s and boys’ boots. Home of 


~ 
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Advertising Program 
Falcons and Aquaducks! 


Right at the height of the fall hunting season, Georgia Shoe Manufacturing 
Company goes all out with a tremendous consumer advertising campaign 


featuring Famous Falcon and Aquaduck hunting boots and shoes. 


And what a line-up. Large, powerful ads in color in the country’s leading 
sports publications, designed to bring traffic to your store. Starting in August 
and continuing through the hunting season, these ads will be seen in Field 
and Stream, Outdoor Life, Sports Afield and True. In all, the campaign will 


reach over 30 million readers, every one of them a prospect for the Famous 
Falcons or Aquaducks you carry. 


Yes, Georgia Shoe Manufacturing goes all out this year. Not only does 
it bring you the most outstanding quality in hunting footwear but it helps 


you make this the biggest season you ever had. | 


So, stock Aquaducks and Famous Falcons. Display r QUADUCK 
them prominently in your store. Use the display you 


FOOTWEAR 
will receive. Then get ready for new sales Pe 


records. With Famous Falcons and Aqua- S=>>.*.> 
ducks, naturally. SALCOYV 
‘eneast 


a 


© 


2.) 9990 ) 


COMPANY FLOWERY BRANCH, GEORGIA 
AQUADUCK, FAMOUS FALCON, PAIR- A-TROOPER and GEORGIA BULLDOG Brands. 
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Many ordinary lasts are tape-measured in but 
4 places when created by the last maker. 
Unfortunately tape measures are not per- 
fectly accurate ... a small error can be 
magnified many times in foot discomfort. 


j 


a 


Pa * 


Guide-Step lasts are Contourgraphed in 19 places... are accurate to 1/100th of an inch! 
The Contourgraph translates years of research into actual Guide-Step lasts...lasts that 
are designed to fit the foot /n action. 


Guide-Step means COMFORT... 


Endicott Johnson was first with Guide-Step! 





Of all the shoemaking principles, de- 
vices and techniques designed to pro- 
mote foot comfort, none has been more 
thoroughly proved through research 
and wear than Guide-Step. 

More than 30 years of research and 
testing went into its design . . . 300,000 
individual foot measurements were 
made to determine the contour of its 
lasts. 


The wonderful comfort of the Guide- 


= 


Step principle can now be found in 
Johnsonian Guide-Step shoes for men 
. first line of shoes to take advantage 
of this revolutionary design. And not 
one bit of style has been sacrificed to 
give these shoes this added comfort. 


If you are not now stocking John- 
sonian Guide-Steps, write today for a 
call by one of our salesmen who will 
show you the complete line . . . priced 
to retail profitably at $10.95 to $14.95 


Jonnsonmian 
GUIDE-STEP 


Endicott Johnson Corporation 
Endicott 1,N.Y. 


ENDICOTT =) JOHNSON... THE FAMOUS FAMILY NAME IN SHOES 
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by JOHN REILLY 


Editorial 





The Dilemma of World Trade 


LSEWHERE in this issue are the U. S. Depart- 

ment of Commerce figures on Imports of Foot- 

wear Other Than Rubber for the first six months, 

with comparisons for the same periods of '58 and ’59. 

Examine them and the accompanying analysis carefully. 

They tell the disturbing story of the manner in which 

shoe imports are rising. They confirm, too, the persis- 

tent trend which the industry contends will build im- 

ports to 40 per cent of the domestic market by 1965. 

During the first six months of 1960, Other Than Rub- 

Footwear Imports totaled 14,237,236 pairs and 

showed an increase of 4,330,604 pairs over the same 
1959 period. 


ber 


Even More Serious 

The rubber footwear import situation is even more 
While no official figures are available, it is reli- 
that 67,667,243 pairs of rubber and 
rubber-canvas footwear were imported during the first 
six months of 60, nearly 15 million more than were im- 
Ninteen fifty-nine 
imports in these categories were 52,880,000 pairs. 

The industry presented a united front and a very 
strong case in its recent Peril Point hearings before 
the Tariff Commission and the Committee for Reciproc- 
ity Information. These committees are considering the 
recommendation that further tariff 
made at the GAAT meetings which will be held in 
Geneva, Switzerland, this fall. Despite the strong pre- 
sentment made by the industry, it is expected that 
most types of footwear will wind up on the expendable 
list and will be slated for further tariff cuts. 


S8eTIOUS 


ably estimated 


ported during the full year of 1 


concessions be 


A Rough and Rocky Road 


As the National Shoe Manufacturers Bulletin puts it, 
there is “a rough and rocky road that must be traveled 
before import relief is obtained.”’ That relief will come 
only through Congressional action and it will require a 
strengthening of the industry’s united front and all 
the stamina it can muster. 

It will require, too, a united front by all American 
industry because relief will come only through a com- 
plete review and rehabilitation of the Reciprocal Trade 
Agreements Act which has been law since 1934. That 
will be a formidable task. 

The whole subject of reciprocal trade is charged with 
emotion and is likely to become more so in the near 
future. Industries which are actually being liquidated 
by rising imports are accused of selfishness and want- 
ing protected markets. Reciprocal trade is being made 


September |, 1960 


a political football too. Politicians and some labor 
leaders are suggesting the use of the standard cure-all, 


subsidies for areas and industries hurt by imports. 


“Reciprocal” in Name Only 

Unpleasant as it may be, the fact remains that our 
reciprocal trade program is “reciprocal” in name only. 
Many of our friends abroad are using embargoes, cur- 
rency restrictions, import licenses and other devices to 
defeat the purpose for which the Trade Agreements 
Act was originally drawn, to encourage the free flow 
of goods in world trade. Under the most ideal circum- 
stances of peaceful cooperation among nations world 
trade has always been a complexity. Under the present 
tense international situation it has become America’s 
number one dilemma. 

Reflecting the concern of American industry gener- 
ally the Du Pont Company, Wilmington, Delaware, has 
recently published a 32-page booklet, “The Story of 
World Trade.” It is a dispassionate and masterful dis- 
of World Trade and the dilemma in which 
America finds itself and it is recommended reading. 


cussion 


A Plan of Action 

The booklet describes in detail how the present situa- 
tion came about and suggests a plan of action to meet 
it. The ideal, it points out, would be for all producers, 
wherever they are, to be able to compete in an equal 
basis in all markets. But with Russia and its satellites 
using trade as a political weapon and our allies bur- 
geoning with American technology and low costs, equal 
competition now is not possible. Until these factors 
even out, it recommends that the United States do its 
best to meet the situation by a “combination of indus- 
trial expansion abroad, with selected tariffs and the 
encouragement of technology and productivity at home.” 

One of the most significant points the booklet makes 
is the impact of imports on the individual. “It is easy 
to discuss trade impersonally, speaking broadly of na- 
tional policies and international relations. However, 
these have no meaning except as they touch and shape 
the lives of people.” 

Significant to the future of shoe business, we think, 
is the statement which “The Story of World Trade” 
makes that “penetration of the U. S. market could cost 
the industrial worker his job and bring a sharp decline 
in sales to the merchants who cater to his needs.” 

This points up perfectly the fact that rising shoe im- 
ports are the common problem of everyone engaged 
in making or retailing American shoes. 























FOR CASUALS: STYLE+SELL WITH 


Mears Heel Appeal,/ 


Mears “Heer Apreat” — a new concept in casual 
heel stvling. It has beautified traditional woods, 
styled a new pace-setting Ply-heel line, and cap- 
tured the color and utility of plastics. 

Mears Ply-heels, for example, are now available in 
a wide variety of interesting new patterns. Plus, 
new Don-ite or hot spray finish, and almost un- 
limited styling possibilities through the unique 
Mears Italian Incoma Lathe. 

An exclusive line of Flatties is also becoming a fast 
seller. An ever-increasing variety of plastic Flatties 
‘n black and white for children’s and misses’ shoes; 
and the new vinyl Flatties in black and brown offer 


new beauty and durability. 


Mears...THE FINEST 
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VAME IN HEEL STYLING 


These are just a few new ideas from the Mears 
“Heel Appeal” concept. Many others are shown 
above and many more are now being sampled by 
style conscious shoe manufacturers. Why not give 
your casuals more style and more sell with Mears 
“Heel Appeal”? Call Mears for prompt service 


on prices, sampling and styling assistance. 


{VD CRAFTSMANSHIP 
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There’s more SELL in a STETSON 


An original 
Stetson 
imMnovation 


THE ITALIANO 


tyle related” 
f today’s clothing, as 
hey're IN-STOCK for your 
to make it casy for you to 
urn a profit. Order now for carly fall selling 
THE STETSON SHOE COMPANY, INC., 
th Weymouth 90, Massachuset 


Crm Here Seen Fre 





FORWARD 
THRUST 





2 Patterned taper begins - 
extending and quickening 

the step reducing the walking 
effort required. 


3 Continuing taper decreases 
degree of bend — preserving new 
appearance by minimizing 

usual creases in the vamp. 


1 Unique arch-support area 
assures proper distributior 
of body weight 


- ae 


AVON SOLE COMPANY 





Wellco’s staff combs the world 


to bring you unique designs and materials 


} “ ] = 2 1. 
Ico personnel are probabl \ 


the most traveled 
in the world. Davy in and day out, they search the 


> globe for fresh ideas and 


No expense is spared in maintaining this staff of 
Wellco to create the 


i aii 
experts because it enables 
most appealing slippers and casuals on the market 


That’s why the word is getting around among 
more and more retailer livay ratch Welleo fo 


’ 
the unusual 


wellco 


Foamtread Slippers and Casuals 
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New Du Pont Material 
May Be 214 Years Off 


WILMINGTON, DEL. — The Du 
Pont Co.’s revolutionary new shoe 
upper material may still be two and 
a half years away from full-scale 
commercial production. 

William E. Kreuer, the company’s 
director of fabric reported 
last week: “According to present 
thinking, it is unlikely that a com- 
mercial plant would be brought into 
full-scale production before early 
1963." Before plans for such a plant 
up, he 
more development work is needed. 


sales, 


can be drawn explained, 
Du Pont describes its shoe and ac- 


cessories material as a_ breathable 
polymeric material bearing no re- 
semblance to conventional plastics 


or non-woven fabrics. 


“Considerable Promise” The 
new material, much discussed in the 
trade, has been under development 
at Du Pont’s Newburgh, N. Y., re- 
search laboratory. Besides conduct- 
ing its own tests, the company has 
been working with both large and 
smal] shoe manufacturers in evalu- 
ating the material. According to 
Mr. Kreuer, “Tests to date indicate 
considerable promise for the future 
in the shoe upper and accessories 
field.” 

Now, to obtain a 
of samples, Du Pont is putting a 
pilot plant into operation at New- 


greater range 


burgh. 


Name Is Uncertain—Du Pont is 
reconsidering the question of trade- 
marks for Both 
“Cavalon” and “Dolyn” have been 
mentioned, but Mr. Kreuer 
these names “probably will not be 
used in the future.” 

“Because of the developmental 
nature of the material,”’ Mr. Kreuer 
said, “we are not ready to discuss 
its properties at this time, except 
to say that it appears to have dis- 
tinct advantages for both the man- 
ufacturer and consumer.” 


its new material. 


said 


Mr. Kreuer’s statement came in 
response to what Du Pont termed 
“speculative articles” giving the 
date for commercial marketing as 
anywhere from this year te 1963. 
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Conference Theme Stressed 
... at Mid-Season Week in N. Y. 


“This is not a shoe show,” said 


spokesmen for the sponsoring or- 
Over 1,000 buyers 
were on hand, but they did only 


ganizations. 


a minimum of “shopping.” 


NEW YORK — The 
above all others, that official spokes- 
men for the four associations spon- 
soring the Mid-Season Shoe Fashion 
Conference Week emphasized over 


one word, 


and over again during the six-day 
event (Aug. 20-25) at the Waldorf- 
Astoria Hotel was 

Edward Atkins, 
president, National 
Chain Stores, a 
said in 
Week: 


across 


‘ 


‘conference.” 
executive vice- 
Assn. of Shoe 
sponsoring group, 

the Conference 
“We have been trying to get 
the fact that this is not a 
shoe show. It is a Fashion Confer- 
ence Week and its purpose is to 
recognize that this is an important 
period for discussions of fashion for 
the season ahead.” 


defining 


“Buying Traffic’ Extra — “The 
fact that people use this week to 
fill in on late fall season require- 
ments and to clarify their thinking 
about the shape and dimension of 
the first spring lines, is an added 
‘plus’ for the manufacturers and 
retailers,” Mr. Atkins “No 
one has promised there would be 
buying traffic.” 

The week was indeed an impor- 


said. 


tant one in the shoe business, with 
a concentration of style conferences 
encompassing every branch of the 
industry—men’s, women’s and chil- 
dren’s shoes. 

from all parts of the 
country were in New York for this 
event as well as for the Designers 
Shoe Guild’s resort 
spring openings. 


3uyers 


and advance 


Little Shopping—At the Waldorf, 
there was only a minimum of “‘shop- 
ping.” Those Mid-Season Week 
exhibitors who had, in advance, 
scheduled appointments with some 
of their customers were using the 
week “properly.” The week pre- 
sented an opportunity for manu- 


facturers to meet with their retail 
accounts... to talk with them about 
style trends, to get ideas from 
them, and then to make a few trial 
pairs for the next season. For the 
merchants the week a chance 
to look at styles, and order samples 
for testing in their stores. 


was 


A Time Saving—The_ general 
feeling that this Mid-Season 
event saved manufacturers several 
weeks’ time. They could return to 
their factories start making 
samples, and production at 
two earlier than 


was 


and 
build 
least weeks 
before. 

Of course there other ex- 
hibitors who expected to sell shoes 
and make a great many contacts 

and who were difficult to convince 
that the week’s be 
summed up in converse, 
confer, confirm, clarify, coordinate. 


ever 


were 


purpose could 


five C’s: 


Narrower Lasts—As far as style 
is concerned, the trend continues 
toward the narrower all 
branches of manufacture. In 
women’s shoes there was a concen- 
tration of the very pointed 
double, triple and even quad nee- 


lasts in 
shoe 


toes, 


dles. 

In men’s and boys’ shoes, the look 
is slim and trim. The important 
new style note in this category is 
the ’ topline 
that assures a snug, close fit. The 
fashion factors in girls’ 
be the center bow, the 

strap, the integrated 


“boxer” or “sweater’ 
strong 
shoes will 
wide 
trim. 
Statistically there were 264 ex- 
hibitors. Actual buyer registration 
amounted to about 1,050. 


“Week” Will Continue — There 
will definitely be a Mid-Season Shoe 
Fashion Conference Week early in 
1961. Tentatively the date is set 
for the week of Feb. 26. 

The industry’s Shoe Show 
Committee is expected to report 
during the National Shoe Fair in 
October, and its findings will help 
determine the format of the next 
Mid-Season Week. 


sabot 


Study 
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Stanley Marcus Tells NSRA Conference: 


‘We're Suffering from the Pump’ 


NEW YORK—“Not enough buy- 
ers realize the importance of getting 
newness into their stocks con- 
stantly, and not enough buyers en- 
courage designers to experiment.” 
So said Stanley Marcus, president 
of Neiman-Marcus Co., Dallas and 
Houston, in addressing the Na- 
tional Shoe Retailers Assn.’s Spring 
and Summer Fashion Conference 
last week. 

The department store executive 
noted the need to maintain “a 
proper balance between conserva- 
tive and arriving fashions and ex- 
perimental fashions.” The industry 
needs more than one silhouette and 
heel height, he said in 
stance. “As shoe merchants we are 
suffering from the pump—we have 
become victims of our 


one sub- 


own suc- 


cesses.” 


Fashion Show Presented — An- 
other feature of the conference 
was a fashion show with commen- 
tary by Thelma Hennessey, NSRA 
director of fashion, and Midge 
Wilson, executive director of The 
Color Assn. of the United States, 
Inc. “Two compelling fashion 
forces” — color and motion 
their theme. Mrs. Hennessey noted 
the introduction of motion by Amer- 
ican apparel designers in their 
bias cut, pleated and divided skirt 
silhouettes. 

Style trends in shoes had 
contributed by sketches from man- 
ufacturers and designers partici- 
pating in the showing. In designs, 
they predicted, the closed shoe will 
open up with cutouts or open-back 
architecture. Spectators will get 
further emphasis. Designs will use 
ombré combinations, color on white, 
color with color, texture contrast. 
Heels will emphasize graceful low 
to mid-highs, a new Louis-inspired 
flare heel, a new Cuban on an ele- 
gant softened last shape. Shoes, 
like clothes, will the func- 
tional styles to meet specific ward- 
robe needs. 


— were 


been 


stress 


The Color Picture—More color, 
with fashion emphasis on mid-to- 
bright tones, was emphasized by 
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Mrs. Hennessey in both apparel and 
shoes. In footwear, soft, gentle 
tones will carry on the idea of the 
pale foot. The fashion of contrast- 
ing accessories was urged as the 
“greatest tool in more 
color.” 

Four color families were dis- 
cussed: (1) Frosty, off-white as the 
new bone, less important. (2) Three 
color groups in the beige-to-tan 
family, all influenced by 
chamois, cool greige tan and golden 
caramels. (3) Toned neutrals—pale 
green, pale yellow, the wheat-apri- 
cot tones and amethyst, with 
big promotional possibilities. (4 
Brights—fuchsia pink, strawberry 
red and gold. Brights are liked in 
combination or with white. 


selling 


gold 


Less Black?—‘“Fashion says less 
black,” Mrs. 
“Nevertheless, we say that it 
remain just as steady as you buy 
it. Crisp white is good fashion, will 
sel] and looks 
textures contrast.” 

As for lasts, NSRA’s fashion di- 
rector said, “Designers and manu- 
facturers feel that in this latest 
elongation—the triple—they have 
achieved the proper dimension and 
the ultimate in the pointed fash- 
ion.” Coming in “almost unno- 
ticed” is the elongated, 
over gently and 
squared lasts on low to mid-heels. 


Hennessey noted 


will 


earlier new when 


softened- 


toe, contoured 


Correction 

IN the Aug. 1 issue of BOOT AND 
SHOE RECORDER, a 
published concerning Kinder Kraft 
Shoe Co. of Natick, Mass., and 
name change to Heritage Specialty 
Footwear Co. Included in the story 
were statements about Danvers Shoe 
Co., Manchester, N. H., which a com- 
has labeled 
erroneous. The spokesman said there 
is “absolutely no connection or rela- 
tionship between Danvers and Heri- 
tage Specialty Footwear Co. Fur- 
thermore, Danvers Shoe Co. is not 
planning to move its operations to 
Arkansas and its future plans will 
be announced at a later date.” 


news story was 


its 


pany spokesman since 


PPSSA Forecast: 
‘Softness, Femininity’ 


Due in Spring Fashions 


By ELEANOR M. RUTTY 

NEW YORK—Fashion trends for 
the coming spring and summer are 
“flattery, softness and femininity,” 
according to Doris Weston, fashion 
director of the Popular Price Shoe 
Show of America. 

Miss Weston, together with 
PPSSA’s shoe fashion director, 
Helen Joseph, delivered a prelimi- 
nary fashion report for the coming 
during the Mid-Season 
Shoe Fashion Conference Week. In 
discussing the fashion background 
in apparel and accessories other 
than Miss Weston noted, 
“Fashion is not price—it is 
taste and confidence.” 


seasons, 


shoes, 


flair, 


Color Groupings—In clothes for 
spring-summer, Miss Weston said, 
(1) 
Wild or vibrant yellow, orange, red, 
(2) 
clear jonquil yellow, 


there are six groups of colors 


turquoise, green and _ violet. 
Fresh colors 
a very yellow orange, hot pink, 
green, French 


shades of blue, these last two slated 


jade 


lilac and many 
for strong promotion. 
(3) Soft colors 


ing pastels ever, with blue tending 


the most flatter- 


toward aqua; lavender in either 
blue or pink cast for volume; blos- 
pink, 


yreen 


and 
Look” 
(4) 


new 


peach, yellow 
pale “The 
will be a promotional phrase 
Elegant 
neutrals, 
chamois or 
cream 


som ice 


Tender 
colors sophisticated 
most important in a 


straw shade; a deep 


tone; honeydew into sage 
the 
grayer or paler greens, rather than 
the yellowed 

(5) Natural colors 
brown range will continue but with 
less fashion emphasis; 
continuing; there will be some pro- 
motion of with 
white; redder or pottery tones; pale 
honey; the 
adaptable to a 
craze; greige with beige 
very high-fashion in 
prints. (6) Off-basics 
a difference—white gone off-white; 
licorice mixed with cream; black 
and white etched together; flaming 
bright red on an ivory background; 
navy brighter and black newer look- 
ing in the French peasant degrave 


green (emphasis will be on 


the beige-to- 
bone also is 
taupe, especially 
family 


fake fur 
will be 


golden brown 


will be 


and 
classics with 


tweeds 
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cloth, always printed on a_ black 
cotton ground. 


Paris Influences — Fashion in- 
fluences from Paris are slightly 
longer skirts, down to the calf-top 
or up to the knee-cap; in general, 
more defined waistlines, many belts 
and back-dipping waistlines for 
after-five wear; shoulders looking 
wide with cape collars or skimpy 
with sleeveless dresses. 

Accessories lavish with a 
strong return of jet jewelry and 
button trims. 


are 


of Shoe Colors Helen 
reporting on high- 
for next spring, noted the 
range of colors in many 
seasons. “Composé” word 


Range 
Joseph, 
lights 
widest 


shoe 


is a new 
in shoe fashions, she said, defining 
put to- 
kind of 


naturally 


combination 
rather than 
combination 


it as a 
gether” 
ombré 


“you 

the 
that 
goes together. 

The “pale foot” promises to have 
another big season, she said. Bone 
now is augmented by several other 
often 
Beige-to-browns 


yvellow-tinted. 
range from light 
light brown. In the 
neutrals the grayed greens will be 


pale tones, 


to taupe and 
important. Pastels range from soft 
pale to fresh with 
and lavender-to- 


clear, colors 


grayed greens 


mauve as the most important pales. 


Brights for Casuals—The brights, 
the “wild, uninhibited colors,” will 
be best for casuals and sports and 


for They 


include a brilliant yellow, orange, 


promotional excitement 
cerise, purple, green, turquoise and 
White will be strong, 
chiefly in smooth and luster leath- 
but with interest in white 
patent. The pale foot may take some 
pairage from black. 

In leathers, lusters are more and 
more important, as unlined 
weights. There is news in smooth, 
lightly glazed pigskin for tailored 
and sport shoes. Triple needles will 
probably be volume. Closed-toe pat- 
terns reign supreme with openings 
in other areas. Draping, pleating 
and delicate beading are important 
treatments. 


orange-red. 


ers new 


are 


Tailored Types Gain Square 
throats gaining and there is 
new interest in asymmetric throat- 
lines. 


are 


Tailored types are becoming 
more and more important with em- 
phasis on unlined leathers and 
shapely stacked heels. 
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Traffic Down, Orders Up at Chicago 


By EDWIN J. KNUDSEN 
CHICAGO — Attendance at the 
Midwest Shoe Travelers’ Assn.’s 
Holiday Shoe Show at the Palmer 
House was down in numbers from 
last year. Exhibitors noted, 
ever, that individual orders from 
retailers were heavier in volume. 
One company chalked up orders 
that averaged 10 per cent higher 
than those of last year. Indications 
strong that had 
trimmed inventories and were in a 
buying mood. 


how- 


were retailers 


Points for Men—Orders written 
showed that men’s preferences for 
fall and winter continue 
toward the pointed toe and tapered 
heel. Darker gained on 
black but still have a long way to 
catch 


styles 
browns 
go to up. Buyers placed an 
number of orders for 


combination smooth calfs and sub- 
dued grains. 


increasing 


Hardware crests over 
vamps were also very strong. 


High Fashion Popular 
of women's shoes showed a special 
interest in high-fashion numbers 
exhibited. One firm had a brown 
and white leopard pump for its No. 
1 seller. Brown still 
high, gaining 


suyers 


was riding 


with green some 


ground. Silver and gold brocades 
selected for matching or wearing 
plain were also in demand among 
many buyers. 


Children’s Lines — The biggest 
fall and winter item for one chil- 
dren’s manufacturer was the patch 
saddle. The No. 1 infants’ shoe in 
the patched pattern white 
blucher; then oatmeal with green 
and orange patches. A good seller 
in juveniles was a black nylon with 
loden green patches. No. 2 for the 
same manufacturer was a narrow- 
loafer in smooth black leather 
with patch pattern. 

Another manufacturer of 
shoes registered a large number of 
orders for a_ black grain with 
smooth back foxing. His No. 2 
seller was a grain in vintage brown. 
Buyers were ordering older 
boys’ shoes with crest designs on 
the vamps. 


was a 


toe 


boys’ 


also 


Optimism for Fall—Manufactur- 
ers’ representatives expressed op- 
timistic forecasts for fall and win- 
ter business on the strength of a 
trend in late buying among retail- 
Mail many 
two to days 


orders in 
three 


ers. cases 
behind 


were 


processing. 


Production Down 15% in July, 6% for Year 


WASHINGTON, D. C. 
wear production in July was 15 per 


U. S. foot- 


cent below the total for the same 
month last year, the Census Bureau 
Says. 

Output reached 43.6 million pairs 
compared with 51.4 million pairs in 
July 1959, 

For the first seven months of this 
year, footwear production is down 
5.7 per cent from last year’s record- 
breaking The seven-month 
total is 355.9 million pairs, down 
from 377.3 million. 

In July, men’s and 
shoe production amounted to 
million pairs, 11 per cent below the 
level of 6.3 million pairs for July 
1959. Women’s dress and work shoe 
output 14.9 million pairs, a 
decrease of 12 per cent from the 
16.9 million pairs for July ‘59. 


pace. 


dress play 


5.7 


was 


Output of all other footwear in 
July was down 18 per cent, the re- 
port showed. 


July Chain Store Sales Up 
2%—with 6% More Stores 

JULY sales reports of six lead- 
ing shoe chains ranged from a 9.2 
per cent increase for Kinney to a 
1.7 per cent decline for A. S. Beck. 
Together the chains showed a gain 
of 2.2 per cent over July 1959, but 
their total number of stores was up 
6 per cent. 

For the first seven months of this 
year, all six reporting chains 
showed sales increases. Kinney, up 
12.7 per cent, and Melville, up 12.5 
per cent, were the leaders. The 
chains’ composite gain for the year 
to date was 9.4 per cent. 
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Gessner Tells NSMA Breakfast Meeting: 


“Too High’ Markups Threaten Many Retailers 


Oomphies’ Harold Gessner re- 
viewed the “dynamic changes” in 
the industry's distribution setup 
which have brought profits to 
He 


some, hard times to others. 


mas one of four speakers. 


By ESTELLE G. ANDERSON 


NEW YORK—Will the in- 
dustry “sitting duck” 
while distribution 


shoe 
become a 
merchandising, 





suppliers and ad- 
versely affected others.” Tracing 
the history of distribution, he 
pointed to “the newest baby in the 
distribution family, the 
membership discount house 
where the promoters 25,000 
families to pay $3 apiece for the 
privilege of shopping in the center, 
then 
vance from each lessee.” 
Meanwhile, Mr. 


ers and their 


closed or 


get 


secure a year’s rent in ad- 


said Gessner, 


. 
; 
‘ 
: 


Shoe retailing and manufacturing are equally represented in Early Bird Breokfast panel. 

Left to right: Ernest Dornbush, merchandise manager for Gimbels, New York; Abe Weinman, 

vice-president of Five Star Shoe Co., Inc.; Charles Marron, president of Spencer Shoe Corp., 
and Harold B. Gessner, president of Oomphies, Inc. 


and promotion continue to undergo 
dynamic changes? 

This question was posed by Har- 
old B. Gessner, president of 
Oomphies, Inc., and chairman of 
the National Shoe Institute, at the 
National Shoe Manufacturers 
Assn.’s Early Bird Breakfast. Mr. 
Gessner, one of four speakers, an- 
swered by reviewing industry 
changes in the last 10 years plus 
those due in the decade to come. 
He said it is important to under- 
stand the forces of change and 
their effect on one’s business. 


“Prosperity for Some”—‘“The ac- 
celerated, shifting pattern of dis- 
tribution,” Mr. Gessner said, “has 
created prosperity for some retail- 
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“independents, department stores, 
department 


some chain stores have become vul- 


leased operators and 
nerable because their markups are 
too high. They have become ‘sit- 
ting ducks’ for the 25 to 35 
cent markups of houses 
and some of the more efficient 
tional soft line stores.” 

Another relatively new phenome- 
non cited by Mr. Gessner was the 
manufacturer-owned or controlled 
retailer. 


per 
discount 
na- 


Three Key Points—For the in- 
dustry Mr. Gessner offered three 
“suggestions or predictions”: (1) 
Large chains will eventually have 
their own creative fashion depart- 
ments, complete with  sketchers, 


makers and a 
model factory for supplying styles 
to their manufacturers. (2) Ways 
must be found through 
subsidies like those the 
French Couturiers—to crea- 
tive manufacturers 
The must 
young, 


pull-over men, last 


possibly 
given to 
keep 

prosperous. (3 
“new 


industry attract 


creative people,” possibly 


through annual scholarships or 


awards. 
Abe Wein- 
vice-president of Five Star 
Inc., told the breakfast 
“Only through a 


Thinking for Profit 
man, 
Shoe ( ., 
gathering, con- 
re-analysis and 
thinking 


overhead, 


stant persistent 


about merchandising, 
product diversification, 
and research and development can 
we hope to 
dollar 
He 
ing” 
and 


maintain or increase 


sales and profits in 1960.” 


stressed “sound merchandis- 


and “continuity of production 


delivery.” 


Needed 


aired by 


Five Seasons The re- 
tailing Ernest 
Dornbush, merchandise manager at 
Gimbels, New York, and C. Charles 
Marran, president of Spencer Shoe 
Stores 
Said Mr. 
neuverability, 


side was 


“More ma- 
frequency of 
more selling shoes will 


Dornbush, 
more 
purchases, 
produce more volume, greater profits 

We 
with 
two major seasons, spring and fall, 


and a growing fashion business 
cannot be saddled basically 
with summer running a poor third. 
We must develop fourth and fifth 

We afford to 
fashion long a 


cannot 
for 
period simply because it is costly to 


seasons 


too 


perpetuate 


make changes.” 
a Billion’’ Mr 


advocated 


“Should Sell 
Marran spending 
time worrying about cost markup, 
more time on merchandising prop- 
erly. . 

“We are a dynamic industry,” he 
a billion 
now. We 


less 


said, “and we should sell 
pairs of shoes a year right 
don’t do it we overbuy 
when hide up and 
underbuy prices go 
down.” 


because 
prices go we 


when hide 
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a . .. beyond doubt, 
i the best value 
| 

Nis on the market! 


A carefully balanced line of styles that includes the 
most desired features in lace boots, plus many Acme 
exclusives! The Hawkeye line is long enough to help 
you to meet every lace boot need . . . yet, it is com- 
pact enough to make it a fast-moving, profitable 
department. Hawkeye means expertly styled, long- 
wearing boots as only Acme knows how to make 
them. Most important of all, they are, beyond doubt 
the best value on the market! 


eee ree He 


Acme BOOT CO. me] WORLD'S LARGEST BOOTMAKER: 


Clarksville, Tennessee 








has these natural features 


SSSSSSSSSSSSSSSSSSSSSSSSSESSSSSSSSSSSSSCSESESE eo 
Poe 


ACME adds these extra 


features 


The “Long-Rifle” No. 9294 


... for BOYS 


The best for mfort! The 
| toughest for wear' Genuine 
horsehide leather 
top. Non-rit 
long-wearing ‘Tuffy 
and heels. White, water 
resistant ‘‘Duracord”™ laces 


< 2 + sh 6 
Sizes y r ig t 


Color: 9294 


Tar horsehide 


is 


cost 10 rou $5.95 


No. 1066 
... for MEN 


Popular Swiss closure for 
complete protection. Full- 
grain glove leather in foot, 
6-inch top. Heavy drill 
vamp lining. Skid-resistant 
“Armortred” basket weave 
crepe sole. Leather wrapped 
~ insulated cushion insole. 
y Sizes 6% 
through 12 
and 13, “D” 
nae. **e"* 
widths. 

Color: 1066 
Honey Glove 
Leather’ foot 

and top. 


cost to rou $8.35 
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The “Squaw Valley” 


No. 1034 
... for MEN 


1 boot for work and 


Color 1034 


Tan Horsehide 


cost 10 rou $8.35 


No. 1068 
... for MEN 


Full 8-inch leg. Popular 


Swiss closure. Full-grain 


glove leather foot and top. 

Giove leather back pull 

strap. Perma-counter. In- 

sulated cushion insole. 

White rawhide laces. Sizes 

6% through 12 and 13, “D” 
and <*e** 
widths 


Color: 1068 
Honey Glove 
Leather foot 
and top 


cost To rou $8.90 








A powerful series of two-color advertisements 
in three of the top magazines read by men 
who wear out-of-doors boots! 


MENS 


from 


BOYS from U 








How to Choose 
has these Secon, os : Your Shotgun 
Senn enenes Meld resiotentt . Hunting Laws 


h 


adds these 
extra features 


acmes ? mPanyY . « te ewe 
WORLD'S LARGEST BOOTMAKERS 








Window displays, radio spots, newspaper mats, photos and other advertising 
material FREE to all Acme dealers! 











fully insulated «stom smo 


No. 1020 
... for MEN 


Full 10-inch leg. Acid re 
sistant rawhide leather foot 
and top. ‘‘Armorcork" soles 
and heels. Leather-wrapped 
insulated cushion insoles 
Non-rip moccasin vamp 
Non-tarnishing hooks, eye 
lets and rivets. Sizes 6% 





No. 1028 
... for MEN 


Fully insulated 8-inch cus- 
tom Hawkeye featuring 
water and acid resistant 
Rawhide leather in foot and 
top. Steel shank. Perma- 
counter. Water and acid 
resistant Goodyear storm 
welting. “‘Armorcork” ribbed 




































soles and heels. through 12 
Sizes 6% thru and 13, “Dd” 
12 and 13, “D” aang °*** 
al BW and“E” widths. widths 
renee Coler; 1020 
Color: 1028 Sandal Raw 
“y Sanda! Rawhide foot hide foot and 
dey ¢ and top top 


cost to rou $11.25 


cost to rou $10.10 


SSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSESSSESSECES 


No. 1030... full 
insulated for MEN 


Full 10 inch leg. Acid re 
sistant Rawhide leather foot 


“ °. 8 
The Kode efor MEN 













Acme custom Hawkeye 8- 
inch fully insulated boot 


Acid resistant Rawhide = and top. Long-wearing., 
leather in foot and top = Putty color “‘Armorcork” 
“‘Armorcork" soles and So soles and heels. Steel 
heels. Soft cowglove lining e shank. Perma-counter. 
in foot, leg and back of ; Non-tarnishing hooks, eye 
tongue. Water and acid re lets and rivets. Sizes 6% 
sistant Goodyear through 12 
storm welting and 13, “D” 
Sizes 6% thru 12 ff Beet he 
and 13, ‘DD’ and widths 
‘E” widths Celer: 1030 
Color: 1038 Sandal Raw. 
Sandal Rawhide foot hide foot and 
and top top 


cost to rou $10.10 COST TO You $1 1.25 


SSSSSSSSSSSSSSSSSHSSSSSSSSSSSSSSSSSSESSSSSSSSSSSSESSSSSSSESESESSSESEOEEFTESCESEEEEEEEEEHEEOOOEEEEEEEEEEEEEEEES 
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all-purpose 


The “Woodsman” No. 1090 
... for MEN 


Water and acid resistant Re- 
tan leather in foot, and 8- 
inch unlined top. Non-tar- 
nishing hooks, eyelets and 
rivets. Water resistant 
White “‘Duracord” laces. 
Long-wearing, putty color 
““Armorcork"’ sole and heel 
Sizes 6% thru 
12 and 13, “D” 
and “E" widths. 
Colors: 1090 
Biack foot and top 


1094 Brown foot and 
top 












~- 
SSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSESSESSESESECECESESEEEEEE 


No. 1036 
... for ME 


, fF 


The “Pathfinder” 


Hawkeye ea 


‘tan Leather in foot 


2nd 13,°'B D 
and ‘‘f widtt 


Color 1036 


cost 1o rou $8.35 


POSSSHSSSSSSSHSSESESSSSSSSSSESSSSSSSSESSSSSESSSES SESE SEO SESSE 





The “Forest Ranger” No. 9394 
... for BOYS 


A Hawkeye lace boot made 
with sturdy leathers for 
long-wearing durability. 
Non-tarnishing hooks and 
eyelets for easy lacing. 
Flexible, non-skid, non- 
mark sole and heel. Sizes 
8'2 through 3, “B"' and “D” 
widths. 












Color: 9394 
Brown foot and 
top. 


The “Feather-Wedge” No. 1044 
... for MEN 


weig rugged 
DUK-BAK sports 
with f ta f 
2 yea } 
wedge epe e 
re t t ather 
4 r e¢ er 

3 

q 4 r 

widt? 

1044 


Color 


a 


costto rou $1 0.1 0 


The “Smoke-Jumper” No. 7 


r BOYS 


fetan leather foot 


Color: 9282 


COST TO 7 $5.95 





WORLD'S LARGEST BOOTMAKERS 


ACME BOOT COMPANY, Inc. Clarksville, Tennessee 


Postage No 
Postage Stamp 


Will Be Paid Necessary 5 
by If Mailed in the use this 


Addressee United States 


order 





BUSINESS REPLY CARD 


Permit N SB Se 49 *P are 


card — 











now! 


Acme Boot Company, Inc. 





Clarksville, Tennessee 





Voice of the ‘Trade 


“If the independent shoe retailer is to 
survive, he must find ways and means 
to meet the competition and pressures 
from the major shoe companies, the 
discount houses and the other retail 
outlets,” says HOWARD D. SILVER- 
MAN, treasurer of Herman N. Silver- 
Ine * 


greatest 


in East Greenwich, R. I. 
the 


man, 
“The 


mammoth shoe companies rather than 


pressure is from 


from mill outlets, ete. 


“From a practi al standpoint, I believe 
the independent can best meet this 
competition by buying as much foot- 
from independent 


wear as possible 


manufacturers; by grading up his 


merchandise lines; and by giving per- 
sonalized customer service.” 
* . * 

“There is no essential difference in the 
approach to and planning of Sales 
Promotion by size of store,” says E. 
LAWRENCE GOODMAN, vice-presi- 
dent in charge of sales promotion and 
public ity at Stern’s, New York City. 
“Businesses, large and small, face the 
same problems of calendar changes, 
holidays and 


merchandise events, 


weather. If Easter is three weeks later 
for a big department store in one city, 
for the 


smaller specialty store in another. Both 


it is also three weeks later 
stores must plan for that calendar 
break. 


“There 


st ope 


the 


deter- 


are differences in 
of the 


mined by the types and variety of mer- 


some 


program, mostly 


chandise carried; but these are not 


part of the planning procedure. There 
secret formula in 


is no mystery or 
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good sales promotion. The steps used 
by most stores are fairly basic and are 
enhanced by just one thing ; 
IMAGINATION. The imagination of 
Creative Buying, Creative Merchandis 
ing and Creative Promotion. 

“The function of all sales promotion 
is to accurately project the store image 
to the customers in such a way as to 
enhance the representation of the store. 
Unless this portrayal is a true reflec- 
tion of the customers’ subsequent ex- 
perience in the store, you do not have 
a successful approach. 

‘A store is judged by its customers 
by: Resources it sells. Price Lines, 
Service (delivery, wrapping and pack- 
Store Atmos- 


phere. Display and Advertising. Sales 


aging. adjustments). 


help ... the most important. All these 
elements must be geared to one store 
image and then the total impact will 
build the business in whichever direc- 
tion you want to take.” 


the children, the 
parents and the retailer that the styles 


“It is fortunate for 


in children’s shoes keep step with what 
ROBERT 


Shoe Store 


is most desired,” says 
GOLDRICK of Brooks 

(Cradle to College Since 1912) in 
He Budget 
watching parents will always be con- 
their chil- 
They have an eye for 


style but it also has to encompass a 


continues: 


Philadelphia. 
servative in selection of 


dren's shoes. 


maximum amount of foot comfort and 
durability. 

“In the minds of parents, anything but 
a pointed toe is the youngster’s stand- 
by. It 


square one; but it has to look good 


could be a round toe or a 


and be comfortable as well. Since 


there are many other details which 


make a child’s shoe new and attrac- 


tive, the shape of the toe need not be 
the paramount issue. 
“Children have learned to go along 


with their parents’ wishes, for the 


BOOT annSHOE 
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most part. After all, a child realizes 
she would rather have a new pair of 
shoes on her feet than just admire the 


attractive pair in the window.” 





Quote and unquote: DUKE ROSE, 
vice-president of Johnston & Murphy 
Shoe Co., Division of Genesco, in his 
talk at the NSMA Merchandising 
Clinic, passed along a definition of 
FASHION, as he had heard it: “Fash- 
. an industry if you are in it. 
A trend if 


launch 


ion 
\ sense if you have it. 
Vews if 


it. A success if you sell it.” 


you create it. you 


. * . 


“The future looks good for progressive 
shoe retailers in small towns,” says 
HAROLD URLWIN of Urlwin’s Shoes 
ir Norwich, N. Y. “Take our shop for 
example. We have been carrying sev- 
eral well-known brands of high style 
women’s shoes and have done very 
well with them. In an operation such 
as ours, we can’t afford to specialize. 
We must try to satisfy a broad seg- 
We, 


selection in 


ment of customers. therefore, 


offer a good men’s, 
women’s and children’s lines and have 
been quite successful. A typical day’s 
sales consists of merchandise right 
across the board. 

“We believe that fit is most important 
in shoe selling. We present the best 
fitting shoe . . . the one which is best 
suited to the customer’s needs, and the 
average sale is made almost without 
reference to price. 

“The community spirit in a small town 
is heartening. Merchants cooperate in 
the solution of problems . . . whether 


it’s parking or any other kind.” 





Some very interesting and important 
analyses of the aims and attitudes of 
(America’s 9,750,000 teen girls were 
revealed in the findings of the “Teen- 
fee Gul: 


recently by 


1960” conducted 


survey 
the magazine Seventeen. 
“The study proves conclusively,” says 
MRs. ENID A. HAUPT, editor and 
publisher of the magazine, “to manu- 
facturers. advertisers, retailers and the 
public at large that the teen girl of 
the “60's is a well-groomed, hard-work- 
ing. serious young adult who exerts 
influence on family purchases, is avid 
for new merchandise, commands a siz- 
able amount of disposable income and 
whose manners are copied by young 
people around the world.” 

The teenage girl constantly wants to 
look her best. 
cosmetics as the most important prod- 
ucts in her life. 
S300_.000.000 


She names clothes and 


Teen girls spend 
annually on cosmetics 
and $3.2 billion on apparel and foot- 
wear. The average teen girl spends 
$300 annually for her wardrobe. Al.- 
though teens want to dress individual- 
ly, they wear an almost universal uni- 
form to school: a skirt with blouse 
For dating, while 4 
10 choose a similar costume, 
Fifty-three 
per cent wear high heels for Saturday 
dates. Almost 7.700.000 teens follow 


fashion news and generally, teens pre- 


and/or sweater. 
out of 


the majority wear a dress. 


fer classic styles. Thirty-two per cent 
make some of their own clothes. 

= * a 
“College students are among our best 
customers,’ says AL SENTLER, man- 
ager of the Taymor Shoe Company in 
Providence. R. 3 


They buy better quality to get longer 


“They know values. 
shoe life. The college or university 
student is practical about his expendi- 
tures. He spends his money on mer- 
chandise that will give him the best 
service. Even the students who earn 
have the money and 


They 


opinions and make decisions quickly, 


their own way 
buy good shoes. have definite 


which makes it easy to wait on them. 
“We are 


colleges 


surrounded by a number of 


whose students come from 
nearby states as well as distant parts 
of the country. Our best source of 
contact with the students is the small 
ads we run in the campus magazines 


ind newspapers.” 
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Profile.... 


by ESTELLE G. ANDERSON 





THEODORE GEORGES 
HE Greeks. no doubt, had a word for it... ENTERPRISE. And vet, 


even they would be hard put to pinpoint it to a single denomina- 
have to add 


tor in the case of Stathes Georges. They would 


Courage, Initiative, Aggressiveness, Judgment, Astuteness. For it required 
all those qualities, and then some, to accomplish what he did during his 
sixty-six year life span 

At the age of ten, he left his native Greece and boarded a ship bound 
for the United States. When he arrived in New York, alone and frightened, 
there wasn't a person he knew or anyone who knew him, in this strange 
land. Even at that voung age. he had the determination and courage to make 
a life for himself. He worked at all types of jobs 


At the same time, he 


as a bellhop and in 
restaurants (naturally), and many others. was edu- 


cating himself. During the vears when American youngsters were going to 


elementary and then high school, Stathes Georges was on his own, learning 


as much as he could about the new country, the language, the people 
even some bookkeeping 

When he was eighteen years old, he decided to go into business He 
found a partner and they embarked upon their first venture, a poolroom in 
a loft at Third Avenue and 42nd Street. 


but they managed to do very well during the next six years. 


It was one of the roughest kinds 
of businesses, 
He was manager, bouncer and certainly added to (even if he did not im- 
prove) his education. He learned to play the game and with the pro- 
fessionals. 


As an interjection and interesting sidelight. . . . Years later, when he 


was playing golf with three top businessmen at the club in Pinehurst, N. C.. 
he beat them. In turn, they decided to recoup, so they innocently suggested 


a little game of Kelly pool. 5. T. 


the game. 


pretended he didn’t know anything about 
His only comment, afterwards, was: “Don’t try to win from the 
fellow who wrote the book.” 

After the poolroom era, he took a job as a bookkeeper for a firm on 
the Stock Exchange. When 


some well-to-do Greeks would come in and find a countryman of theirs, they 


He was constantly being pressed into service. 
(CONTINUED ON PAGE 60) 
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This burnt olive cait slipon with black trim and antiquing 
stylishly combines the casual comfort of the slipon shc2 with 
the smart dressiness of the heart-wing pattern. The colors 
are fashion-right for fall and winter. The slipon styling 
serves further to highlight the heart-wing pattern becauss 


of the clean unbroken lines of stitching and perforations. 


This Puritan slipon, made on a custom last 


of Howard & Foster Co., Inc. 


- 
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Variety of Types 
in Rubber-Soled Casuals 


OW to be both casual and 

neat, practical yet smart- 

ly dressed these are 

some of the style problems we all 

have to face in our modern way 

of living. More and more the 

makers of rubber-soled casuals are 

meeting the need for such shoes 
for ’round-the-calendar wear. 

Oxfords with sturdy rubber soles 

and equally sturdy uppers serve 

many purposes, from country 

walks to household chores. Nylon, 


Counter clockwise, starting at right: 
needle toe circular vamp oxford in 
sturdy nylon velvet, from Randolph; 
“Tiki,” tapered toe pump in sail cloth 
with asymmetric vamp treatment, from 
B. F. Goodrich-Hood Sun-Steps; tailored 
pump in neutral color fabric with touch 
of white, from Beacon Falls. 





Oxfords in sturdy nylon velvet, nylon suede and corduroy, more tailored 
and dressy styles, are all part of the picture for summer 1961 play and 
casual shoes for women. The same trend appears in children’s shoes. 


Left, reading counter clockwise, starting 
lower right: child's fabric swivel strap 
with print sock lining, first line of vul- 
canized soles from International Fun- 
Shus; child's two-eyelet tie in multicolor 
striped fabric on tapered toe, “Musette” 
from B. F. Goodrich-Hood; “Fleetwood 
Scamper,” three-eyelet oxford in venti- 
lated duck, drill-backed, with cushioned 
arch piece, a Tyer Gro-Flex; tapered toe 
three-eyelet leather tie, from Endicott 
Johnson; dressy high-riding stepin with 
gold binding and vamp trim, a Wellco 
Foamtreads. 


in velvet or suede, is an increasing- 
ly popular upper material, attrac- 
tive, very durable and easy to care 
for. Corduroy is being used by 
all these manufacturers. Full- 
length sponge insoles and cushion- 
ed arch areas give extra comfort. 
Moisture-proof soles, with crepe 
design for secure footing, are 
other functional features. Favor- 
ite colors are black and loden 
green. Red and gray are also in- 
cluded. White soles and mud- 
guards as well as white eyelets 
and laces are favorite color con- 
trasts on all these. The use of 
corduroy and nylon velvet and some 
suede-like fabrics has increased so 
rapidly in the past seasons that 
every line of rubber-soled casuals 
includes one or all of these fabrics. 

Lasts are becoming more point- 
ed even in these casual shoes and 
even in children’s and misses’ 
sizes. This was bound to happen 
with the continuing importance 
of this shape in style shoes. Style, 
within the necessary limits of the 
general type, is an increasing fac- 
tor in casual shoes. Style can play 
as big a role in your promotions 
of this type as in your high fash- 
ion shoes. 

What are the elements that you 
can promote? First of all, the 
variety in styling which will sell 
a casual shoe wardrobe. Then 
there are the outstanding features: 
the patterns, materials, colors, 
lasts, heels and soles. And, finally, 
the suitability of these styles to 
vear-round wear — summer and 
winter, north and south, indoor 
and outdoor, by all ages. There are 
big opportunities in your rubber- 
soled casuals. 


by ELEANOR M. RUTTY 


, es _ a a : 4) Pos 


Right to left: four-eyelet oxford, full-length sponge insole, loden green 
corduroy, from Endicott Johnson; “Fleetwood Lido,’ black nylon suede 
oxford with full-length sponge insole, cushioned arch piece, pointed toe, a 
Tver Gro-Flex; all-over white fabric pump on wood squash heel and 
matching piece in ornament, from International Fun-Shus. 


Right to left: four-eyelet bal oxford in loden green corduroy from Beacon 
Falls; high tongue in bright fabric with white flowers, a W ellco Foam- 
treads; plain white pump in strawcloth with striped lining, from Converse. 





What's in a Shoe and How to 


The Shoemaking Processes... 


> 
NY way of making a shoe is commonly known by WILLIAM A. ROss!I 


as a “process” rr “construction.” However. why so many different shoemaking 
there’s a difference. Because no one or few processes and constru 
A process is a method of uniting the upper been developed to meet all the vast variety 

to the bottom of the shoe. We speak, for example, of and needs in footwear. Each has its purpose o1 

the Goodyear welt process (sewing the upper to the for being. Certainly different shoemaking 

insole and outsole; or the Cemented process (a bond- are required for slippers and hunting boot 

ing of upper and sole with cement); or the Vulcaniz- pensive children’s shoe is made differentls 

ing process heat-molding the sole in place on the’ men’s high-priced dress shoe. A men’s 

upper). There are only about a dozen shoe processes shoe and a men’s lightweight dress shoe 

used—and today only three of these (Cemented, Good- different technical make ip. And all these 

year welt, and Stitchdown) account for over 90 per in shoemaking approach are of prime importance t 

cent of all the shoes we make and use. retailer, for they show up in the end products a 
A construction consists of the types of component tinct differences in stvle. wear values, functiona 

parts used in the shoe and the method used in putting formance, price, quality, appearance, fit, comf 

them together. For example, the Stitchdown process And these are the 

may be of single, double or triple sole construction. The ind the consumer buys 


le retail 


very features that tl 


Cement process may have at least seven different ways 
ce a rh... ‘ 
of lasting. The Basic Processes 
° . , There are f ° ASIC jilies of shoe “Ocesses 
If we add up all the different combinations of proc- There are four basic familie f shoe pi 
Sewed, Cemented, Nailed, and Molded. Each basic 


family has several members, as follows 


esses and constructions, we find there are nearly 900 
different known ways of making a shoe. This gives an 
idea to the long evolution and enormous effort aimed 1) Sewed Shoes 

at making shoes better, faster and more economically. a) Goodyear welt 
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There are only about 20 shoemaking processes, but scores of shoe con- 
and the combination of the two adds up to nearly 900 dif- 
ferent ways of making a shoe. Shoemaking as a craft is several thou- 
sand years old, but as a mechanized industry hardly 75 years old. 


structions 


Goodvear turn 
Mc Kay 
McKay 
Stitchdown 

lockstitch 


sewed 


welt 


Littleway 
Pre-welt 
Skeleton insole sewed 


Moccasin 


mented Shoes 

Littleway staple-lasted cemented 
Cement-lasted cemented 
Tack-lasted cemented 

Skeleton insole cemented 

welt 


Silhouwelt and cemented 


fhove left and right 

1 10 x 10 foot shoemaking shop, called a Ten-Footer, com- 
mon in the early 1800's. Here, one or several shoemakers 
worked, each making the shoe start to finish by hand. It took 
a six«lay week for one worker to make a good pair of shoes. 
Small section of a modern shoe factory, where each worker 
specializes in one of the scores of assembly-line operations. 
With the aid of high-speed machines, today’s worker averages 
an output of 12 or more complete pairs of shoes daily 
about 75 times more than the Ten-Footer shoemaker of the 
past century. Photos courtesy United Shoe Machinery Corp. 
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f) Slip-lasted 


g) Cemented welt (Compo) 


Nailed Shoe 8 
a Nailed shoe 
b) Standard screw shoe 


c) Pegged shoe 


Direct-Molded Shoes 

a) Vulcanized 

b) Injection-molded 
Many of these processes—such as the Goodyear turn, 
McKay 


in use today 


pegged, etc.—are almost non-existent 


(in the articles on shoe processes to follow 
important 


sewed, 
in this series, we will discuss only the more 
processes). Today, about 60 per cent of the total shoe 
production is on Cemented processes, about 34 per cent 
on sewed processes, and the remainder on other proc- 
esses. 

However, a large share of our shoemaking processes 
consist of combinations. For example, a shoe may be 
These combinations 
are used to unite of two or 
processes into a single, combined process. 
(CONTINUED ON NEXT 


partly sewed and partly cemented. 


desirable features more 
PAGE ) 
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What’s in a Shoe and How to Sell It 


It requires 150 to 200 operations 
to make a pair of shoes. These re- 
quirements have changed little in 
the past half century, and the shoe 
industry has been criticized as being 
“backward” in this respect. But when 
the facts are known—showing how 
shoemaking is complex and the in- 
dustry is “different’—most of the 
criticism is found unwarranted. 

Perhaps no other industry known 
must work with such a vast range 
of requirements —in styles, sizes, 
shapes, materials, quality and price 
grades, functional requirements of 
the end product, etc. Unlike nuts 
and bolts, lumber or machine tools, 
shoes can’t possibly be “standard- 
ized.” 

Take shoe shape alone—meaning a 
shoe of a given size, width, last, pat- 
tern and style. Less than one per 
cent of the daily production of a 
typical shoe factory is on a single 
shoe shape. American 
made in more than 300 and 
widths, on over 10,000 different last 
shapes or styles. Many shoe manu- 
facturers have as many as 30 to 60 
different styles with between 
80 and 90 sizes and widths on each 
total of from 2,400 to 
5,400 different lasts. No shoe could 
be more “standardized” than the 
Army shoe. Yet this one shoe re- 
115 sizes and widths—that 
is, 115 different “shoe shapes.” 


shoes are 


sizes 


last 


lact . a 
iaSt-——-Or a 


juires 


Each of the many components re- 
quired for a shoe must come in a 
wide variety of sizes to fit each shoe 
shape—counters, box 
shanks, Machines must 
stantly adjusted 


toes, insoles, 


etc. be con- 
to adapt to this 
constant change in shoe shapes. All 
this is but a fragmentary insight 
into why the shoe industry is “dif- 
ferent” why shoe making is 
complex time-consuming. It’s 
miraculous indeed that the produc- 
tivity rate per worker averages 12 
pairs a day in the U. S., highest in 
the world. 


and 
and 


Industrial Stages of Shoemaking 


Most shoemen take modern shoe- 
making for granted. But “modern” 
shoemaking is only about 60 or 70 
years old. Historical records reveal 
that crude shoes were fashioned by 
cave dwellers as far back as 20,000 
And almost all our shoes were 
handmade right up until a century 


years. 


ago. From 3,000 B. C. to the middle 
of the 19th century the shoemaking 
craft showed practically no change. 
The shoemaker sat on his bench us- 
ing hammer, knife, shoulder stick, 
awl, pincers, waxed thread, needles, 
nippers, etc. There were no ma- 
chines. There was no big selection 
of styles for the masses. Shoes were 
relatively crude in construction, 
time-consuming to make, and very 
costly. 

And through all these centuries 

there was only one shoemaking proc- 
ess: the hand-sewed shoe. 
In America, right up to about 
1750, shoes were made in homes by 
itinerant shoe workers. The worker 
might stay weeks 
in a home making up shoes for the 
whole family, then move on to an- 
other home. Then over the next half 
century came the “home shops” con- 
sisting of a master craftsman and 
a few journeymen workers. Up 
through 1850 these were expanded 
into small large shops. 
But even up to this point in most 
made the 
plete shoe himself, by hand 


several days or 


factories or 


cases each worker 


com- 


The Seeds of Invention 

Over the the 
of mechanical invention were plant- 
ed. And last quarter of 
the 19th the flow of 
shoe machinery, along with gradual 
mechanization of factories, began. 
And from the turn of the 20th cen- 
tury on, a craft was converted into 


next 25 years seeds 
over the 


century real 


a genuine industry 
Now a very significant point. Un- 
mechanization 


til machinery and 


came into the industry some 8&0 
commercial 
were no genuine “shoe proc- 

Two methods 
shoemaking: ] 
most the entire 
the 


nails, 


years ago, on a scale, 
there 
esses dominated 
hand-sewing al- 
shoe; (2) attaching 
upper with wooden 


chiefly a 


the sole to 
hand 


pegs or also 
method. 

Attempts had been made to create 
America 


without 


shoemaking machinery in 
as far back as 1790, but 
Several wood pegging ma- 
were invented and 
1850. These cut the cost of 


hand-pegging from about five cents 


success. 


chines used 


around 


a pair to less than a penny a pair by 
machine. 


About the same time came the 


first major invention—the sewing 
machine by Elias Howe. This was 
later adapted to sew the uppers of 
shoes. This reduced hand-sewing 
drudgery, greatly speeded shoe pro- 
duction. 


The McKay Machine 

But the first mechanical shoemak- 
ing process was born with the in- 
vention of the Blake sewing ma- 
chine in 1858. Invented by Lyman 
Blake, and financially backed by Col. 
Gordon McKay, it enabled soles to 
be attached to uppers by thread in- 
stead of nails or wooden pegs. This 
greatly improved the quality and 
flexibility of the shoe. It also dras- 
tically cut shoemaking To 
hand-sew a the cost 
about 75 cents a pair, but only five 
cents by machine. And one machine 
could do the work of 75 to 100 men 
This the 
shoes. known as 


costs. 


sole to upper 


greatly reduced price of 

This the 
McKay-sewed process, and was the 
keystone of the modern mechanized 
the revolution- 
ary turn in shoemaking 

The McKay process 
blow to the Pegged process. 


were 35 


became 


shoe industry real 
fatal 
In 1875 


peg mills producing 


was @ 


there 
75,000 bushels of shoe pegs a year. 
But 25 
most none remaining 

The invention of the McKay 
the 
chinery leasing system to the U. S 
that pre- 
vails to this day. And it happened 
by accident. McKay had 
fine machine but couldn’t fully con- 
vince the that the ma- 
chine would deliver all it promised 
Hence they wouldn't buy it. So he 
proposed that they put the machines 
factories without 
him 


years later there were al 


ma- 


chine also introduced shoe ma 


shoe industry—a system 


invented a 


shoemakers 


in their purchase 


to pay only a small royalty 


one-third of a cent a 
daily 


agreed, and so the shoe ma 


as small as 


pair) on their production 
They 
chinery leasing system was born 

Ironically, the McKay 
combined with the 
machine, gave rise to a mass swell 
the of the 


shoe industry to cash in on the mass 


machine, 
upper sewing 


of cheap shoes in rush 
market that had abruptly opened up 
the Then 
another turn was taken as more and 
devoted 


with lower-priced shoes 
more manufacturers 
effort to 


the public now 


more 
which 
with 


improving quality, 
wanted along 
Hence a new era 


took hold, aided by 


moderate prices. 
of “upgrading” 
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machin- 
ery designed to improve quality as 


an increasing flow of new 
well as achieve speed and economy 
of shoemaking. 
The Age of Invention 

Still, two 
(the sewed existed in 
shoemaking. Now, over the next 75 
years, right up to the present, was 


only basic processes 


and nailed) 


to come the age of invention in shoe 
machinery that was to give birth to 
new basic families of shoe process- 
ing and to enlarge the families of 
those already in existence. 

In 1862 a 


gust 


Au- 
curved 
The 
developed by 


mechanic named 


Destoue invented a 
machine. 
further 

Charles Goodyear, Jr., 


needle sewing ma- 


chine Was 
son of Charles 
Goodyear, inventor of the vulcaniz- 
ing process which launched the rub- 
industry machine 
shoemak- 


Turn 


ber Goodyear's 


mechanized another 


the 


now 
ing 
shoe 
But 
portant 
to the 


process, Goodyear 
im- 
Up 
shoes were 
with the 
Danzel, developed 
would the 
So the 
and 
the 


has 


far more 
development. 
welt 


now evolved a 
technical 


all 


Goodyear, 


1870's, 
sewn by hand 
aid of 
a machine 
welt 


Christian 
that 


outsole. 


sew on 


and was born 
Stitching Machine, 
the mechanization of 


welt which 


Goodyear 
with it 

Goodyear process 
played a major role in shoemaking 
to this very day. The machine vir- 
tually duplicated all the operations 
that previously had 
hand. It 
from 


in the process 


been done by stepped up 


production three pairs of 


daily to 300 


hand-sewn shoes pairs 
im- 


1880, 


and 
proved the quality as well. By 
this machine was 

Now 
pouring of new shoe machixes. 


of machine-sewn shoes, 


in wide use. 
out- 
One 
of the most significant was the last- 
Jan Er- 
nest Matzeliger. The machine, with 
that worked like 
fingers, greatly increased the speed 


began to come a real 


ing machine, invented by 


pincers human 
and quality of lasting over the hand 
method 

The 


shoes, 


manufacture of boots and 
thanks to 
that 


making, was now the largest indus- 


these few major 


machines revolutionized shoe- 


try in America. 

Another shoemaking process, at- 
taching the the upper by 
metal fastenings, also arrived at 
commercial mechanization about 
this time the 


sole to 


via cable screw ma- 
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What's in a Shoe 


chine, and later with the improved 
standard screw machine. 
Concentrating on the shoe indus- 
try, a number of individual inven- 
tors contributed a fantastic parade 
of new machinery 


which in a 


developments 
few decades zoomed the 
industry to technological su- 
A few 
here typify the creative and 
wealth of that 
Andrew Eppler invented 
ments in sewing and seam trimming 


shoe 


premacy. names mentioned 
inven- 
tive 


amazing era. 


improve- 
and acquired over 70 patent 

George Goddu developed 200 inven- 
loose nailing and staple 
Hadaway 
inventions on sewing, 
Joseph H. Pope 
acquired 70 patents on heeling de- 
Winkley 
sole-laying, 


tions in 
lasting; John B 
for 


won 200 
patents 
tack pulling, etc.; 
Erastus 200 


vices, won 


patents covering level- 
Ronald 


F. McFeeley scored 60 inventions on 


ing and sewing operations; 


and lasting methods; 
had 80 


methods; 


pulling-over 
Thomas 
with 
invented over 70 machine 
for fold- 
ing and related operations; Arthur 
Bates patented 50 


Lund patents deal- 


ing heeling Perley 
Glass 
improvements eveletting, 
inventions cover- 
ing clicking and lasting operations; 
Fred 
of 50 inventions on stitching meth- 
Many other 
this distinguished list that brought 


Aashworth developed a series 


ods. names belong to 


industrial status to shoe- 
making: Thomas Plant, Matthius 
Block, Benjamin F. Mayo, Louis A. 


Casgrain, Joseph Gouldbourne, F. EF 


genuine 


Bertrand, Lawrence Topham, John 
Standish, John W. Cosgrove, Bern- 


hardt Jorgensen, to name a few. 


The Littleway Process 


In 1914 
shoemaking 


another 
the 
by 


came 
method, 


important 
Littleway 
process, originated James H 
Reed. In 1928 the Compo 
process, started by William Bresna- 
han and repre- 
senting a turning point in 
In the 1950's the 
vulcanizing process, the direct-mold- 
ing of 
pers, achieved commercial status in 
the U. S., though it had 
vented and used earlier 
And in 1960 came the first introduc- 


came 


Bernard Solar, and 

major 
shoe construction. 
soles to leather 


rubber up- 


been in- 
elsewhere. 


tion, commercially, of the injection- 
molded shoe, with plastic bottom to 


leather upper. The direct-molded 


and How to Sell It 


process, because of its revolutionary 
approach to shoemaking that elimi- 
nates numerous operations and com- 
is expected to reach impor- 
1960's. 


ponents, 
status in the 
the United Patent 
Office opened in 1836, approximately 
12,000 


tant 
Since States 


patents have been issued, 
dealing with new and improved shoe 
The very large majority 


And the 
improvement is 


machinery. 
of these came after 1880. 
urge further 


onstant, as indicated by 


for 
the esti- 


mated $20 millions 
shoe 


machinery, 
products and methods to make bet- 


spent annually 


by the industry for new and 


improved materials, 
ter shoes with greater economy. The 


shoe industry a “backward” indus- 


try? Hardly! 
Ceaseless Effort 
The ceaseless effort to create new 


and improved shoemaking processes 


has wrought enormous influence on 
the industry, as well as on the pub- 


the increase in 
wages and cost of living, the cost of 

75 per cent 
in terms of 
hours worked to buy a pair of shoes 
produc- 


lic. Despite vast 


footwear has declined 


over the past 50 years, 
the real measure of 
industry’s 


This is 
tive competence and an 
contribution to a higher standard of 
living. In 1910, the average factory 
employe worked 12 hours to earn the 
Today he 
and gets a 


price of a pair of shoes. 
works only three hours 
far better pair of shoes. 
Each year now, nearly 1.3 billion 
pour out from our factories. 
Placed heel to toe, these shoes would 
form a band that would go around 
the than eight times. 
And price of these 
shoes relative to hours of work 
for them, is lower 
than in any nation in the world. 


shoes 


world 
the 


more 
average 
needed to pay 

The large measure of credit for 
this stupendous achievement can be 
traced to the inventive mechaniza- 
tion of the industry—to the new 
ways devised to make shoes, and the 
machinery required to do it. Thus, 
“shoe processes” bear tremen- 
dous significance. They have 
the real catalyst responsible for the 
selection of 


our 
been 


fantastic 
and prices of shoes available to all 


styles, types 
today, and for the ceaseless growth 
of shoe business that is now nearing 
the $5 billion mark in sal ¢¢ 


ies. 





The Why and How of 
Telephone Directory Advertising 


The Yellow Pages are an indispensable part of the advertising programs 


of many shoe retailers. Dollar for dollar returns are often high. 


SE of the telephone is inherent in American 
living. It is being used more and more for 
shopping. Therefore, the 


airectory 


their Yellow Page ads. They also take advantage of 
opportunities to couple their names with those of 
classified telephone manufacturers in cooperative trade 
is an indispensable part of the advertising mark directory advertising. 
and promotion programs of many shoe retailers. They 
t to feature their nationally advertised 
iney 


»] 
Plans T¢ 


name and trade 


The Manhasset Bootery, Manhasset, Long Island, for 
brands. instance, mentions five brand names in its quarter-page 
information about their specialized ser- display ad under the “Shoes 
se it as a shopping reference guide Nassau County 
r use of the Yellow Pages should include phabeticall) 
wledge of why and how the public uses them. Un- 


many other advertising media, the Yellow Pages 
. {dvertising 
Rather, 


not especially create a desire for a product. 

they serve as a reference guide. As a rule, customers 

turn to the classified directory when they 
it are not sure where to buy. 


classified directory 


irce 


Retail” heading in the 
store is also listed 


Florsheim, Vitality, and 
Weatherbird trade names in the Yellow Pages columns 


directory. The 


al 
under the 


a Must 
“Advertising is a must for 
are ready comments Melvin T. 
They do so be- the firm. 
is a complete 
of information. It 
h 


IOursS a day. 


almost every business,” 


Lane, executive vice-president of 
“Dollar for dollar our 

buying by far from the Yellow 
is available in their 


returns are greatest 
Pages. They are an excellent 
supplement to other forms of advertising in that people 
are ready to buy when they 

tion and telephone number.” 
The Main Link 


La Fata’s Shoe Store in 
It’s tmportant to remember that the classified dire 
tory 


ise them to look up loca 


a suburb of Reading, Pa 

- lists 22 brand names in its display ad under the “Shoe 

is often the main link between national advertis Retail” heading. This family store, founded in 1920 

ing and the local shoe store. Thus, many store owners by Nicola La Fata, is now managed by his 
emphasize the names of nationally advertised shoes in 


son Peter. 
} CONTINUED ON 


PAGE 44 
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Directory advertising is not intended to create desire but to serve as a reference guide. 
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Step Up to the Plate 
with a 


Sure 
Winner 





THE NEW BROWN-BROWN 


BASS WEEJUNS* 


Pre-sold to more than 


3,000,000 


of your best prospects! 


“ pie’ , ro nt niece sty bod 
Pennant. Winning WEEJUNS* by 

They oy the shoe tent eases von 3th perfect optomd 

woe heme te ecmterence te bali pak te 

PrOmAG TF town Me eps slegant tip.cm 

the” ‘ote: you wart-ond-piny day o 

combertatie, telmsety wide. , 

A Pa 


One of o series of Bass advertisements. Style shown No. 432 
Tie-in with this ad to appear in 


ESQUIRE 
THE NEW YORKER 
SPORTS ILLUSTRATED 


- September issue 
September 10 
September 12, October 3 





NATIONAL 


ORIGINATORS OF WEEJUNS* SHOE FAIR 








*TM Reg 
G.H. Bass & Company, Dept. B8S-9, Wiiton, Maine 
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ov 39 year 


BAREFOOT Le FREEDOM” 


© Ameriea’s Most Attraetive Comfort 


SHORS 


No markdown! No leftovers! Profit never 
tied up at the end of season! 


PLATTOE LAST 
4117—The CURRENT Tie 
14/8 Suede Covered Heel 

All over black suede. Braid trim 
Six-eyelet tie. Long inside counter 


SIZES IN STOCK 
AAAAA 7 to 
AAAA 6/2 to 


‘earnest 


Wo GaP 
a 


RAE RHEE @ 
JJ LITT PN 


y MILLER SHOE COMPANY 
Founded by Albert E. Kiinkicht 
Vy CINCINNATI 23, OHIO \\\ 


Scott's... reaTuRE 
Outstanding SHOE BRUSHES 


WITH PATENTED RUBBER BRISTLES 


PLASTIC HANDLED BRUSH 
IN ASSORTED COLORS 


Suede, rough leather and fabr shoes 
clean easily with this brush Removes 
every trace of dust Jirt and grime 
without harm to the shoe. Special bristles 

the noc keep shoes looking 


Sel! easily aot 6% 
LADIES PURSE SIZE BRUSHES 


STOCK No. 313 
$2.95 Dozen 
$33.65 Gross 


STOCK No. 307 
$4.95 Dozen 
$56.45 Gross 


Sell with each pair 
of shoes Packed 
3-dz. to a display 
carton. Retails oat 
35¢ 


LORDER BY MAIL 


> A 


e 9 
ie => 


1701 WEBSTER ST.-OMAHA, NEBR. 
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Special Supplement Issued by RIPPLE SOLE CORPORATION, 28 Adams Ave., W. Detroit 26, Mich., U.S.A. 
LL SS 


MICHIGAN PLANS STATE-WIDE RIPPLE” Sole SHOE WEEK 


Sixteen Michigan cities will partici 
pate in a state-wide RIPPLE® Sole 
SHOE WEEK, coinciding with the re 
peat performance of Detroit's highly 
successful 1959 RIPPLE® Sole SHOE 
WEEK 

Set for October 9 to 15, the promo 
tion already includes Ann Arbor, Jack 
son, Plymouth, Battle Creek, Kalama 
zoo, Grand Rapids, Muskegon, Lansing, 
Flint, Saginaw, Bay City, Pontiac, Port 
Huron, Mt. Clemens, Dearborn and 

Royal Oak 
William Budny, President of the 
Michigan Shoe Retailers Associatior 
will act as State Chairman of the 
MIGHTY SEAFARERS ALL—STAUNCH MICHIGAN RETAILERS BRAVE THE BRINY DEEP On cruise Michigan RIPPLE® Sole SHOE 
WITH RIPPLE SOLE CORPORATION SKIPPER WEEK and Sam Plotler will again be 
President of the Natlesal Shee Rereliey, ) any , pag yee oer pte Bm Chairman of the Detroit participator 
Joglowicz, Les Winkler, and James C. Houk also a Past Pres. of the MS.RA Other local chairmen include: David 


In the foreground, kneeling, are Harry Rosenfeld, Pres. of the Detroit Shoe Retoilers A . 
Dixon, Past Pres. of the D.S.RA oe Retailers Ama.; C. Gey Becker for Kalamazoo, William Budny 


On the dock is the skipper of the lle de Hack President of j ’ P n a ‘ ' ’ | 4 
President of the D.S.R.A.. Leonard Hack ck, President of the Ripple Sole Corporation ond Post for Dearborn, ( falph Clark for 
Muskegon, Dory A Cole for Flint, 


CHICAGO SETS WEEK OF Wendell Gladstone for ween ane 
OCTOBER 23 FOR RIPPLE® Sole If you want to have a ee ee, 


Roval George Jaglowicz for De 


SHOE WEEK RIPPLE® Sole SHOE WEEK iis Mint Shin G, Ceeaet kebnon 
Vernon Singer, below, Mid- — THE PROVEN PROFIT for Port Huron, A J. LaPorte for Bay 


] , ‘ity, E. J. Nunneley for Mt. Clemens, 
west Regional Manager for Walk-Ove City, E ; 
~ og PROMOTION — David Preston for Battle Creek, Homer 
: , - . Shepard for Lansing and W. D. Wanty 
in your city, write for details to as Mites alien 





Shoes, has been named chairman of 
RIPPLE® Sole Shoe Week in Chicago, 
to be held the week of October 23. M | I ’ 
Twelve “Windy tv” retaile ave Announced r. Plotier, “Last year 
I welve en City” retailers have RIPPLE SOLE CORPORATION RIPPLE® Sole SHOE WEEK was so 
signine eir intention to participate os om . 8 7 —_ 

. sae 28 WEST ADAMS AVENUE iccessful for participating mer hant 
DETROIT 26. MICHIGAN that before it was concluded, we had 
requests to repeat it again this year 











The October date was selected because 
we wanted to be certain that Nathan 


REPORTED FOLLOWING Meck inventer ef the RIPPLE® Sole 
RIPPLE’ Sole SHOE WEEKS oe ype Tagg geen at 
would be avaliabie or versonal ap 


and Louis- jearances. His presence added a great 


am ee Gh Glaiaet Gaikainerdite Cte, dear, Sk we we MAETEEO Golo GHCR 
ng and following LIP ER ol SHO! WEEK of 1959 and, we understand, 
WEEKS in tho major tie was a considerable factor in the phe 
pre a engaging nomenal success of the RIPPLE® Sole 
David B. Pass ra : - SHOE WEEKS in Boston and San 
& Kaufman reported the RIPPLE® S« Francisco, as well as in Tucson 


HEALTHY SALES INCREASES 


re 


les were still going strong well after the “It is our feeling that the inclusion 
of the other Michigan metropolitan 
areas will add terrific impetus to the 


G. C. PEARSON TO HEAD 
WINDSOR, CANADA, WEEK 


int tic ~_— 47 a ; ’ ’ 4 ‘ irtz Ww te rly f rT ; o 
senonnnching spleen -alhtyim B« Kacrmceathag ss in Louisville over-all program. The best-known 


R IPPLE® Sole SHOE WEE yromo- 
r le ) K pron Michigan shoe retailers have accepted 
as ie deale of Windsor, Ontari 


‘anada, hold their promotion the week of SEATTLE, WASHINGTON & the chairmanships in their respective 

ctober 9. 19° nciding with the Detroit PORTLAND, ORE., RETAILERS cities and with Mr. Budny, President 

and Michigan RIPPI LE ® Sole SHOE WEEK of the Michigan Shoe Retailers Asso 

elebrations To Sponsor ciation, acting a State ( hairman, we 
é » & as whe é an, 

i. C. Pearson of Wilkinson’s Shoe Store RIPPLE® Sole SHOE WEEK 


as Chairman and 7 stores have al- Starting Oct. 16 
ted participation. The Windsor Eimer Nordstrom will be Chairman in Seattle 
t medium for the retail ads *lotler. 





look forward to a highly successful co 
operative venture,” concluded Mr. 
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Authenticity Sells Boots 


“re - ms 
ha iS A rer Seainenina 
as nee 





futhentic styles, full inventories, realistic window displays that create 
a western mood, and large-sized ads bring boot customers into the store. 


WO western outfitters, one in dress. It follows, they say, that a_ ries other men’s furnishings, west- 

Phoenix, Ariz., and the other merchandiser of cowboy boots must ern clothing is responsible for a 

in the shadow of Chicago's discard the notion of fast turnovers large share of the store’s gross. Of 

famous stockyards, have found prov- and must stress the single sale. this, cowboy boots are the largest 

en methods for selling cowboy boots Although Morris Men’s Shop car- (CONTINUED ON NEXT PAGE) 
The methods vary in the two stores 
but the results are the same—sales. 
Chicago's outstanding merchandis- 
ers of western apparel, Morris and 
Sam Linsky, have learned that cow- 
boy boot inventories must be kept 
full in sizes and styles. They find 
western apparel customers are high- 
ly individualistic and will go to great 
lengths to acquire authentic attire. 
The cowboy boot, say the operators 
of Morris Men's Shop, provides the 
foundation for the western mode of 


Vorris Men's Shop (top photo) is located 
at the entrance to the famed Chicago 
Stockyards where cattlemen from all parts 
of the West convene. The traffic is there, 
so Morris and Sam Linsky use their win- 
dow displays to get the customers into the 
store. About half of the 12 exterior win- 
dows are devoted to western clothes and 
cowboy boots. 


Because they know their western apparel 
customers are sticklers about authenticity, 
the Linskys use realistic western settings 
(right) to dramatize cowboy boot styles. 
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selling item. 

The shop is located at the entrance 
to Chicago’s stockyards and each day 
hundreds of cattlemen from all parts 
of the West pass it on their way to 
the vards to market. In addition, 
some of the great stock 
shows and rodeos attract crowds to 
the amphitheatre adjoining the store. 

Window displays play a large role 


nation’s 


in the store’s success at boot selling. 
120x60 and has 
12 window displays on the two ex- 
The third side, facing a 
corridor leading to a renowned stock- 


The store measures 
terior sides. 


men’s hotel, has five window displays. 
A display case is also at a strategic 
point at side of the 


the opposite 


corridor. 


Create Western 
The Li 
stockmen’s 


Vood 
capitalize on the 
by dressing their 


nsky’s 
trade 


windows to best create a western 


mood. Ornamented black and tan 


with and 


basis of the 


cowboy boots high heels 


pointed toes form the 
Bright-colored shirts 
hats, tooled-leather 


complete 


displays. wire- 
brimmed cowboy 


the pic- 


id holsters 


Overhead spotlights are 


isplays and 
the 
b iilding 
Realistic 
"n road 
and weathered 
{ hat ged each 

| trimmer. 
The 


ble for the store’s 


lays are largely responsi- 


large Mall order 
t boots, according 


in cowboy 


isiness 
to Mr. L 
DY the 


Travelers, 


boot 


insky. impressed 
the 
make their 


leave a 


OW DOV 
of the 


boot 


styles and 
realism 


settings, 


initial purchase and 


record of their size and preferences. 
In many these customers 
by The store has ce 
tomers from all 50 states, despite the 
fact that 


petitive 


cases, 


re- 
order mail. 18- 


have 
outlets. 


western states com- 


cowboy boot 
{nother Source 
source for the 
that is increasing in 
horseback riding stables 
Chicago. There is a 
among horseback 
want cowboy boots as part of their 
riding habits. Also on the rise is the 
demand for cowboy boots by 
niles. These trends, according to 
Mr. Linsky, indicate that the cow- 
boot business cannot be pin- 


Another 


boot 


cow boy 
b isiness 
the 


border 


81ze 18 
that 


trend riders to 


juve- 


boy 


44 


pointed to any one region. So it is 
not surprising to the Linskys when 
dwellers drop in for 
The Linskys have found out, 
however, that this type of customer 
is also particular about boot design 


city cowboy 


boots. 


and ornamentation and a complete 
stock of boots must be kept to satis- 
fy the individual preferences. 


Timing Makes the Difference 

Advertising campaign timing ap- 
pears to be the key to the boot sell- 
ing success of Porters of Phoenix. 

The advertising-is confined to daily 
newspapers, a small mail-order cata 
log 
plays. The important difference be- 
and other 
Porters’ 
from 


and window and in-store dis- 


Porters similar 
that 
into high 


tween 
promotion 
October 


stores 1s 
goes 
through March. 

During the October-March 


gear 


when boot 
through the Don Burns A 


} Rourer Lot 
SaieS SKVrOCKeL, 
; : 
cesigns, 


three 80 


The ad- 


vertising Agency, two or 
advertisements each week. 
vertisements, focused on al! 
wear, are placed in both 
Phoenix dailies. 


Four years ago 


tems 
vears 

ll western ; 
r three times a 
Two per cent 
western we: 
advertising 


jumped. 


One Exception 

There 
combination ads. During the 
tuff-'n-Tough 


two-co!] 


was one 


exception 


duction of the 
boot, Porters ran a imn 
in. ad once a week in the sports se 

tion of the two dailies from October 
to March. The ad emphasized the use 
f the boot. 


a week 


An average of 30 pairs 


were sold. The store hopes 
to revive this 
again this fall. 

Although 


display windows devoted to boots are 


type of campaign 


Porters’ two eastside 
10 days, 
get the “treatment” 
From then the 
tourists March the 
summer boot doldrums in, 
boot promotions play an important 
role at Porters. Rodeo time through- 
out the Salt River Valley brings ina 


changed every displays in 
the store don’t 
until October. 


depart in 


until 
and 


sale set 


large number of boot customers. Last 
year, to give an idea of the steady 
rise in the 
months, 200 pairs of children’s boots 
sold in November and then 400 pairs 
sold in The 
boot prices were $9.95 and $12.95. 


sales during winter 


December. children’s 

Various gimmicks are used in the 
boot window displays during the fall 
and winter, but the displays always 
emphasize quality and the respect of 
the Porters name. One display in an 
attractive setting during Phoenix 


‘ 
? 


a $2,500 pair of 


rodeo time showed 
Acme boots. 


Displays Pre-sell Boots 
White 


window and store displays help 


insists tha 


pre 


tne 


+ 


Buyer Dave 


sell the western footwear for 


tw cialists in boot fit 


He contends the 


isements 


store's 


that wester! 


ting. 


newspaper advert bring in 


the istomers ana then the salesmen 


refer them to the vari 
partments in the store 
Large ranch 
itting area which 
department 
the ot 


nd the 


itv dwellers 


rem 


S16 95 t 


Phoenix and 


New spaper 


fall and winter 
of the store, found 
and 


isplay s 


at Porte 


The Why and How of 
Directory Advertising 
CONTINUED PAGE 40 
The La 


directory 


FROM 
Fatas believe that their 
advertising does an effec 
them because it is « 


While the 


cover most 


tive job for 
fully Reading 
Yellow of their 
trading areas, the La Fatas also use 


other 


are 
planned 

Pages 
classified directories circulat 
communities within 
This makes 


available to all logical 


ing in smaller 


about a 30 mile radius. 
them readily 
prospects. 
Not only does the La Fata ad list 
names, it 


a large number of brand 
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also gives the reader a great deal of 
other information. “Satisfying Ser- 
vice Since 1920” is the slogan over 
the top of the This 
record is certain to 


ad. business 
impress on 
readers that reliable 


one to do business with. An impres- 


the store is a 
sive business history such as this is 
a good thing to mention in such con- 
densed advertising. The ad also tells 
the reader that the store provides 
fitting for all the family,” 
with a complete range of sizes: 0 to 
16, and widths: AAAAA to EEEE.” 


Two services mentioned are “free 


“expert 


parking on our lot” and “open even- 
ings."’ Mr. Peter La Fata states that 
they that 


to the ad because they 


know many persons refer 
receive calls 
asking how late the store is open in 
the evening. Many 
quire if the store 


the 


callers also in 


carries a certain 


size in one of brands mentioned 


in the ad 
Store 


s, in Buffalo, 


line of shoes 


Goldman's Shoe 
N y , Carry 
for the 


represent his 


“a omple te 


entire family. 


To properly 
stock Hyman Goldman, 
in the 
suf- 
His 
that the public’s 


owner, uses various headings 


Yellow P 
falo 


reason 


ages in directories for 
and the surrounding area 
for 
reference habits are usually quite 
i that 


this is 
pec ific Studies have shown 


when, for example, a woman has 


de« ided to buy a new appliance, she 
the 
the 


] Appliane es.” 


is much more likely to refer in 
Yellow the 
than to “Electrica 


Pages to name of 


item 
We Tell Them What We Have 
My (+ 


‘Shoe 


ldman 
Retail.” “Dancing Sup- 
plies,” and “Children’s & Infants’ 
Wear Retail.” “Because we have to 


satisfy the customers,” he said, “we 


ises the headings for 


tell them just what we have to offer 
in our ad. Our phrase ‘Your chil 


dren's feet need our care’ brings 


people in because they know we will 
the 
need.” 
Goldman the 
formation that feature and regular 
shoes are sold and that doctors’ pre- 
filled. “We 
juvenile shoes in our ad,”’ Mr. Gold- 
man explains, “because we think that 


give special attention children 


ads also carry in- 


scriptions are stress 


if we get customers in for this, the 
older members of the family will also 
come in and buy shoes. 

“Our telephone rings quite a bit,” 
“We could use a secretary 
sometimes. The telephone traffic 
must be from my Yellow Pages ad- 


he adds. 
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vertising because the callers ask for 
about things men- 
tion He estimates that 
average of six telephone calls a day 

from 
there 
20 such calls. 

We cite the experience of Ralph 
W. Merians, owner of a New York 
City 
made contour shoes. 


information we 


there.” an 


are received new customers. 


Some days are aS many as 


specializing in custom 
His promotion 


program calls for a heavy schedule 


store 


of newspaper advertising on a na- 
However, many of the 
tell him that 


although they had seen a newspaper 


tional basis. 


people who come in 


ad, they had forgotten his address. 
They turned to the Yellow Pages for 
this information. 

Mr. Merians is founder and presi- 
dent of the Orthopedic Shoe Men’s 
and a fellow of the 
American Foundation for Medical 
Research and Therapeutics. He be- 
lieves that visitors often look for his 


Association 


name in the Manhattan directory. He 
cited a recent case of a woman from 
Waco, Texas, who, after finding his 
address in the classified directory, 
came in and purchased eleven pairs 


of shoes. 


PREFERRED 
BY LEADING 
FOOT-FITTING 
SPECIALISTS 
































er tt 


IN STOCK 


No. 63 Brown 
No. 67 Black 


The nation's leading foot-fitting specialists use 
Alden-Pedic shoes to satisfy “hard-to-fit" customers. 
Whether specialist or family shoe store, our Foot- 
Balance” program can build a repeat business for 
you. May we tell you how? 


THE KEY TOFOO BALANCE 


Write For Free Progress Report 


C.H. ALDEN SHOE COMPANY 
Coslom Boclmahers Sence 1884 
BROCKTON. MASSACHUSETTS 





fk leetu ood 


“SCAMPER” 


Duck upper 
New full-taper 
toe styling 


ALL-NEW 
... loaded 


Fleetwood 


“TVY CORD” 


Pinwale corduroy upper.. 
New pointed toe styling 


Outstanding Style and Quality at Attractive Prices 
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Fleetwood 


“CAPRI” 


Duck upper 
New pointed 
toe styling y Fleetu ood 


“LIDO” 


Brushed nylon 
suede upper 


New pointed 
toe styling 


Rictoeds 


with sales appeal! 


Smart new Fleetwood styles have everything 
your customers are looking for, including fashion-right 
fabrics and colors, and new pointed and full-taper toe styling. 
Write today for Tyer’s new Canvas Catalog including 
full information on these all-new, styled-for-selling Fleetwoods! 


TYER 


Tyer Rubber Company, Andover, Massachusetts 
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New Record Highs Hit by 


U. S. IMPORTs - 


i#ather, 


S. Department of Commerce 


MEN'S & BOYS' 
1960 
] 358 
WOMEN'S & MISSES’ 


1960 


EDITOR’S NOTE: Earlier predic- 
tions of record importation of shoes 
year apparently will hold true. 
New government data for imports 
during the first six months of 1960 
indicate that foreign producers are 


this 


48 


Shoes and Allied Products Division 


FOOTWEAR 


JANI 


JANI 


Total Canada 
PAIRS VALUE PAIRS 


,699 226 


10 , 820 , 824 
1,906 327 8,02 


941,922 


scoring impressive gains in the U.S. 
market. 


In the following exclusive inter- 
view, the new import figures 
carefully analyzed for the Boot AND 


are 


(OTHER THAN RUBBER) 


ARY 


ARY 


JUNE 60 (PRE LIMINARY) 


JUNE 


VALI 


SHOE RECORDER by Julius G. Schnit- 
zer, Director of the Leather, 
and Allied Products Division, Busi- 


ness and Defense Services Adminis- 


Shoes 


tration, U. S. Department of Com- 


merce: 
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mports for First Half 


5S. IMPORTS 


d Al 
se Sery 


t of Commerce 


OCs 
LE Dele es Administratior 


1958 


RAND TOTAI 


rage price per imported pair 
1960 
1959 


958 


Q.—What are the primary 
sources of imports now? 
A.—Japan still leads with more 
than 5.5 million pairs, followed by 
4.5 million pairs. Most 


Italy with 
smaller 


other countries recorded 
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ied Products Division 


FOOTWEAR (OTHER THAN R 


West Gern 
PAIRS VALUE 


Any 


rains in this trade. 

Q.—What do the large volume of 
imports during the first half sig- 
nify? 

A.—They indicate clearly that 
the domestic industry has grounds 


(PRE LIMINAR' 


for its fears of constantly growing 
volume of import trade in shoes. 
You will recall that at tariff hear- 
recently the industry _ indi- 
that in certain types this 

(CONTINUED ON NEXT PAGE 


ings 
cated 
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U. 8. IMPORTS - 


u.8 FOOTWEAR (OTHER THAN RUBBER) 


Leather , Shoes and Allied Products Division 
Business & Defense Services Administration 
U. 8S. Department of Commerce 


Mexico } 
PAIRS | YALUE 
MEN'S & BOYS' 
1960 13,762 
1959 8,112 
1958 é 296, | -- 
WOMEN'S & MISSES' 
PONE RS ONES 
1959 


1958 


Infants’ & Children's 
1960 
1959 
1958 


103 ,621 
82 ,694 


Slippers for housewear 
1960 
1959 


1958 


400 831 
268.897 
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Shoes & other ftw. uppers 
liber ex cotto 

1960 

1959 

1958 


Shoes & other fh 


RAND TOTAL 
1960 


1959 


Furthermore, the volume of im- 
ports pairage during 
this six-month period was greater 
than total annual imports 
all years prior to 1958. 

Q.—What countries 
greatest import gains? 
On the of 


trade was already dangerous. 

Q.—What were the trends in to- 
tal imports? 

A.—Total imports during the 
first half of 1960 were in excess of 
14 million pairs, which represents 
a record volume for similar im- 
during any previous year. A. 


on a basis 
during 
made the 


ports basis percentage 
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JANUARY - JUNE 


JANUARY - JUNE 


Ind 
PAIRS 


1960 (PRELIMINARY) 


1959, 1958 


la Other 
| VALUE | 


PAIRS | VALUE 


194,459 | 1,158,809 
180,162 | 616,752 
208; 490,069 


} 

1 112,145 

| 33,595 
16,251 


242 
404 
653 


934 
763 
769 


the 
India 


period a 
129 per 


Canada re- 


change since same 
year ago, 


cent growth, in pairs. 


reports 


ported a 105 per cent increase, and 
Japan a 52 per cent gain. 
Q.—How about the price situa- 
tion? 
(CONTINUED ON PAGE 64) 
Recorder 
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needle last / Suncharmers 
point to smarter styling, 
greater volume, stepped-up profits 


% 


WE MAKE BATA SHOES. . .PEOPLE MAKE THEM POPULAR é 4, BATA SHOE COMPANY, INC., BELCAMP, MARYLAND 





LUCKY taking all steps to protect 
NEW "INVENTION. 


Kun Dene 


‘ 
' 


‘ 
‘ 
. 
--=5 
—————_ 
’ 





NEW ‘i 


ALL AROUND SPIKE HEEL PROTECTION 


_. PROTECTED BY 


(tia Lh lien ac? tiled 3 
wi 
FOR THE FIRST TIME i 
ALL-AROUND _ PEND. 


SPIKE HEEL PROTECTION! MATERIAL JW 


FULLY MOLDED 


No inserted cups placed or cemented 























HARDITE ALL AROUND the heel and 


in heels . . . Nothing to come apart. HARDITE protection on the bottom. . 
Now your customers will have thick THE HARDEST PLASTIC HEEL MADE 


gauge HARDITE material protection. ... extra long wearing! 


LUCKY SALES CcoO., INC. LOS ANGELES - CHCAGO - NEW YORK 
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Added to our line .. 


“CENTER-FOLD 
TWO-FASTENER” 


ALL-AROUND 
SPIKE HEEL 
PROTECTION! 


LITTLE HIGHER 


“FLORAL” 


all time best selling plastic rainboot 


Kun Deas 


FAST, FAST DELIVERY! 


Lucky's many 


shipping points guarantee 
the finest in efficient, ALL RAIN DEARS ARE AVAILABLE IN ALL 


right-now service! SIZES (4 TO 10) AND IN ALL HEEL 
HEIGHTS TO FIT ALL TYPES OF SHOES 


LUCKY SALES CO., inc. LOS ANGELES - CHICAGO - NEW YORK » 
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How Should You 


Organize Your Business? 


Sole ownership, partnership, incorporation—which is best for you? 


OU have three basic ways of 
operating your business. You 
should know all 
about them. The common and stat- 
utory law permit you wide latitude 


you can 


under ordinary conditions in choos- 
the 
iorm. 

Are 


store? 


ing most advantageous legal 
owner of your 
ever thought of 
Would you be 
wiser to incorporate? What are the 
advantages and the disadvantages 
of sole or multiple business owner- 
ship? 


you the sole 
Have 
taking on a partner? 


you 


Surveys of many shoe stores in- 
dicate that all three types of busi- 
ness ownership are common. 
few are fully aware of the legal 
and advantages of the 
category under which they operate, 
yr of the possible greater benefits 
they might find under one of the 
others. 


Sut 


business 


Which Is Best for You? 


Obviously, no one can say which 
is best for you. Too much depends 
on your individual needs and 
circumstances. But the choice can 
have a considerable effect on your 
success or failure, and a working 
knowledge of the different legal 
types can help you to make a bet- 
ter decision. 


own 


single or 
sole proprietorship is the simplest, 
and perhaps the most natural way 
of conducting your business. You 
own your business outright, make 
your own regarding it, 
and stand or fall on the effects of 
your own decisions. If you need ex- 
tra capital, you may borrow it on 
your own credit. If you are unable 
to operate your store yourself, you 
can hire help without consulting 
others. 


The proprietorship. A 


decisions 


54 


by G. T. MEDLOCK, Attorney at Law, Member, 
U.S. Supreme Court Bar, and R. D. STEN ENS 


But there also disad- 
vantages in the single or 
prietorship. Your shoe business de- 
heavily 


industry 


are some 


} 


sole 


pro- 


pends on character, 


skill, 


Should you die, your business dies 


your 
and reputation. 
with you. You have also unlimited 
personal liability for your business 
debts. 
Many people in the retail shoe 
business have talent for busi- 
and merchandising 
ment but are hampered by the lack 
of funds with 
Others have joining 
forces, both their 
talents on a broader scope, with a 
foundation 


real 
ness manage- 
which to expand. 
By 


able to 


money. 
are use 


sounder economic and 
greater profits. 
The partnership. 
effective effort 
unify the various state laws relat- 
ing to partnerships. As a 
the following have adopted 
what is called the Uniform Partner- 
ship Act: Arkansas, 
Colorado, Delaware, Idaho, Illinois, 


Some years ago, 


an was made to 
result, 


states 
California, 


Maryland, Massachusetts, Michigan, 
Minnesota, Nebraska 
New Jersey, Nevada, New Mexico, 
New York, North Carolina, Oregon, 
Pennsylvania, South Dakota, Ten- 
Utah, Vermont, Virginia, 
Washington, Wisconsin and Wyo- 
ming. 


Montana, 


nessee, 


A partnership is described as a 
contract between two or more per- 
who mutually agree to place 
some or all of their talents, labor and 
capital into a lawful 
divide the profits share the 
losses of that certain 
In other words, two or 


sons 
business and 
and 
business in 
proportions. 
more persons carry On as co-owners 
of a business for profit. 

You may create a contract if you 
have a legal capacity to contract. You 
do not have to obtain the consent of 


This is one of the 
a partnership over 
You 


consent in 


the state to do so 
advantages of 
may also 


corporation operate 


without other states, 


hereas, a corporation must be li- 
censed to operate there 

A business partner, however, has 
inlimited liability for all the debts 
of the firm. Each partner is the 
agent of the others and can bind the 
others when acting within the scope 
of the partnership business 
forth in 


agreement, a partnership is termi 


Unless otherwise set the 
nated by the death, incapacity, bank 


ruptcy or withdrawal of a partner 
A partner who is induced to enter 
fraud or 


resentation may rescind the contract 


the agreement by misrep 


Various Types 


There are various types of part 


nerships. They may be classified 
follows: 

A limited business partnership 
more durable than one at will which 
may be dissolved at either party's 
discretion without notice 

A general business partnership i 
the most common form. Here a firm 
is organized to 


over a period of years 


carry on business 


A special partnership is usually 
created to undertake a single trans 
action or piece of business 

A trading partnership is usually 
engaged in the buying, selling or 
manufacturing of some product. 

A silent or secret 
who is neither active nor generally 
member, 
may participate in the profits and 


partner 1s one 


known as a although he 
losses of the partnership business. 


It is wise for you to form any 
business partnership by means of a 
written contract rather 
than by oral agreement. In fact, un- 


(CONTINUED ON PAGE 56 


control or 
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Make Hay when the sun 


chine 


let Parents’ Magazine help you 
sell TINGLEYS before the fall rains come... 


After the rains start, mothers will rush out to buy 
rubbers anywhere. Sell them in your store now! 
At this very moment nearly 2,000,000 Parents’ 
readers who have nearly 4,000,000 school-age 
children are buying school shoes. They'll buy 
rubbers too, if you remind them. So, DISPLAY 
TINGLEY RUBBERS AND BOOTS where you dis- 


ALSO 


ADVERTISED 


IN 


play your school shoes. 

There’s a TINGLEY DISTRIBUTOR near you. He 
will give you fast service on stock orders and 
quick fill-ins. No need to carry a heavy stock — 
each TINGLEY size fits 4 sizes of children’s shoes. 
And remember — you actually give a better fit to 
more children with 1/3 the inventory. 


| ae 


— they stretch on 
=~. easy! 





Yes, young fellow~— you can 
put them on yourself, and they 
won't pull off in mud or snow 

Mothers and teachers find 
Tingleys a big help They wear 

like iron and because they 

S-T-R-E-T-C-H, Tingleys 


can be worn two seasons or 
longer. No fabric lining to snag 
or tear: They're easily washed 
inside and out under a faucet. 
Dry immediately. 
Buy now for school. Fail rains 
-even snow—arent far away. 


AT SHOE STORES AND SHOE DEPARTMENTS 


Children’s & Youngsters’ Rubbers from $225 
Closure Boots from $2.99 
THIS ADVERTISEMENT 
APPEARS IN 


SEPTEMBER 
PARENTS RUBBER CORPORATION 
AR MORMON IS 8 


Rahway New Jersey * Established 1896 


ANOTHER APPEARS 
IN OCTOBER 


nd me new catalog, price list and name of nearest Tingley distributor 


IF YOU DON’T KNOW THE 


TINGLEY DISTRIBUTOR, WRITE Address 
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How Should You 


Organize Your Business? 
(CONTINUED FROM PAGE 54) 
less the partnership is terminated 
within one year, it must be reduced 
to writing under what is called the 
Statute of Frauds. You should have 
your own lawyer draw up your part- 
nership agreement so that you won't 
overlook certain important points. 


Check-List 
check-list 
and 


The 
helpful to you: 


following may be 


Place date of 
and ad- 


name of 


your agreement; names 


dresses of your partners; 


your shoe firm; type or nature of 


business; term or 


number of years 
that your business is to exist; place 


where vour business is to be 


con- 
ducted; investment of each partner; 
how your business will be managed: 
how your accounting books and rec- 


ords will be kept: authority of the 
partners to bind the firm; compensa- 
tion of each partner; provisions for 
withdrawal of partners, dissolution, 
after death of 
wine. , ,emking contracts binding 
the firm; the 
agreement. 

Under the Uniform 
Act, all property originally brought 
into the partnership by the members, 


continuing business 
a pu 
on signing of 


and 


Partnership 


as well as property with 
partnership funds, the 
partnership unless a clear provision 
to the the 
agreement. 

The law imposes utmost 
confidence upon the partners in their 
with each other. Unless 
otherwise provided, all members are 
accorded the following rights: Equal 
in the management and conduct 
of the for 
services rendered as a partner; right 
the books 


to contributions 


acquired 
belongs to 


contrary is included in 


trust and 


dealings 


say 
business; compensation 
examine 
right 
indemnified; and right to 
an accounting. 


to inspect and 


and records; 


| 


and to be 
iired 
skill. 
Failure to do so might be considered 
which he can 


In return, each partner is req 


+ 


Oo use reasonable care and 
evidence of negligence 
be held accountable for. 
all the 
firm itself may be liable to third per- 
for that 
would be law- 
libel 
partner 
acting within the scope of the part- 


Generally, partners and 


sons any tortious acts 
the 
fradulent 


or slander 


for a civil 
misconduct or 


caused by 


basis 
suit 


one 


56 


nership. 

If your partnership is 
solvent when it dissolves, the assets 
will be generally distributed as fol- 
lows: 


business 


The partners who have made 
advances or loans to the partnership 
reimbursed; the 
paid in full; the capital contribu- 
tions of the partners are paid. If 
anything is left, it distrib- 
uted equally among the partners, un- 
the 
different 

Incorporation. 


are creditors are 


will be 


less agreement provides for a 
arrangement. 
Have you ever con 
sidered incorporating your business? 
This is the most flexible setup. Here 
are certain factors which you should 
study before making a decision. 
Incorporation, has its drawbacks 
as well as 
i 


Goes 


its advantages, just as 
any other type of business or 
ganization. However, you may re- 


the 


pre 


duce the dangers and increase 


taking sound 
paratory measures. 
Years ago, it became necessary to 


+ 
tne 


advantages by 


have a charter granted by state 


in order to organize a private cor 
1811, the state of New 


a General Corporation 


poration. In 
York enacted 
Statute which provided that anyone 
who wished to incorporate a business 
meet t 
the 


incorporation, 


must certain requirements se 


. : 
articies of 


the 
and, 


out in law, prepare 
them to 
fee 


Today all 


present 


Secretary of State, pay a 
finally, get a charter. 
states have adopted this system of 
granting charters 

A private corporation is a legal 
Its existence is separate and 
from its the stock 


holders, is limited. If 


person 
apart owners, 
liability 
fully 
sessable and the corporation should 
that 


nvestment in 


whose 
their stock is paid and nonas 
lose 


thei: 


fail, the most they would 
would be their 
stock. 

In modern corporations today, the 
ownership and management are of 
different While own 


ership rests with the stockholder 


ten in hands. 


management is vested in the direc 
tors and officers 
The authority 


limited by the terms of its chart 


of a corporation i 


or the state law under which re- 


ceived it. 


Your Charter 


In applying for your charter, youn 


should in- 


articles of incorporation 
the following 
Name of your corporation; purpose 


clude information: 


for which formed; principal business 


address; number, names and ad- 
dresses of your directors; name and 
address of your resident agent; au- 
stock, with or 
without par value; amount of capi- 
tal stock; 


powers of your directors; and 


thorized shares of 
duration or term of exist- 
ence; 
any other facts essential to the struc 
You 
1 . 2 , 

lawyer aid you 


+} 
duties 


ture or operation of the firm. 
should have your own 


His 


protect your interests 


in this respect. are to 


of in 


corporation and is the entire consti 


Your charter is your grant 
tution of vour business. It is also a 
between vour state, the cor 


It confers 


for its operation. 


contract 
poration and its members 
certain 


It is isually 


pow eTs 


necessary to adopt 


by ‘ tiles 
bv-la Vs, ruies 


and regulations es 
tablished for the general government 
Your charter reg- 


your business with the public, 


of your business 
ilates 
laws 
among vour officers, agents 


and stockholders 


whereas your by regulate deal 


ngs em 


piovees 


I Mmancing 
Financing requires i 
You will to get 
ares of 


sideration 
people to subscribe fo 
stock to provide the capital that you 


need. Stock may be classified as com 


mon or preferred 
bet 
guaran- 


stock 18 


Preferred stock usually pays 


ter dividends and is better 


teed by assets. Common 


more ilative. 

Stocks sold in interstate commerce 
are subject to the Federal Securities 
Your 
own lawyer will give you specific 
this 
Your board of directors is the pol 
of your 


collectivel in a 


sper 


and Exchange Commission 


ad- 


vice about agency 


government 


icy-determining body cor 


poration Acting 


board meeting, each member has 
broad powers to set the poli es that 
individual] 

board has 


bilities, 


are not available 

Each 
certain 
both to your 
stockholders 


and 


member of your 


duties and responsi 


corporation and to its 
He attend the 
participate in their 
He acquaint 
with your 


must 
meetings 
deliberations must 
himself 
of incorporation and the by-laws. He 
keep himself 
about the day-to-day activi- 
He may 
not make a secret profit at the ex- 
pense of the corporation or its stock- 
CONTINUED ON PAGE 64) 


charter, articles 


must also fully in 
formed 


ties of your corporation. 
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by BILL ROSSI 


Inside Shoe Business 





The Rising Cost of Transients 


NE of the 
retailers today 


most serious problems facing shoe 
is that of winning and holding 
fact, it has become far more 
erious than even the most alert retailers may realize. 
Note this astonishing fact. In 1960, some 


customers. In 


412 million 


people will move into new homes—into new local com- 
inities, into new towns or cities or counties or states. 
This that 


ear nearly one-fourth of all its customers are 


means, for the average shoe store, each 


“lost” 


having moved to new communities and new trading 


Teas 


To Stay Even 


Or, put another way, the average shoe store must 


how a gain of nearly 25 per cent in new customers 
ist to stay even. 
Never in the history of America has the migration 


And the 


economists and sociologists tell us that this mass move- 


of population, of customers, been so great. 


ment of tens of millions of Americans is destined to 

increase even more over the next several years. 
There's another aspect to this mass transiency that 

intensifies the problem even more. Retailing analysts 


have noted a definite trend toward “transient 


ping.” 
today than in the past. 


shop- 
There is less “dedicated loyalty” to given stores 
One reason is the heightened 
competitive pace of store promotions via prices, special 
sales, special merchandise offerings, gimmick attrac- 


tions, etc.—all designed to lure traffic and business. 


Spurring the Movement 


Spurring this movement are the shopping centers, 
discount houses, chains, promotion department stores, 
and regular department stores. The daily barrage of 


eds offering “specials” keeps customers on the move, 
This kind of 


shopper transiency tends to water down the traditional 


of the past. 


hoppers hunting down the bargains. 
“store allegiance” 

These developments point to an obvious conclusion: 
the cost and effort to win and hold customers are sev- 


eral times greater than they have ever been. 


If, for an average family shoe store, 20 or 25 out of 
every 100 of its customers are “lost’’ annually because 
families have moved away, then it will take an almost 
superhuman push to win that many new customers to 
And if this 


serves only to keep the numerical clientele equal, with- 


replace them. even is accomplished, it 
out showing any gain at all. And even more is nipped 
from the traffic by the 
“transient shopping” now becoming a common pattern. 


store’s regular growth of 
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These developments force the hand of the average 


shoe retailer. This retailer can no longer hope to op- 


erate successfully by status quo practices. He must 


either adopt different approaches, or he must do much 
more of what he is already doing. He can no longer 
tuke his store nor his customers for granted. 

Brands travel with a migrating population. The fam- 
ily familiar with Brand X Shoe in Toledo 
as familiar with it when it has moved to Denver. 


will be just 
And 
when a family comes into a new and unfamiliar com- 
munity, its best shopping guide is nationally 
brands and the stores that carry them 


But the real burden of cost and effort rests with the 


known 


local retailer. It’s up to him to devise ways to attract 


that 20-25 per cent of new customers he needs to stay 


These must be attracted from new, 
who 
nothing about his store. 
reduce the rate of customer 


his store; that is, to intensify allegiance 


even. incoming 
enter the community little or 
And his further problem: to 
transiency from 
of established 


tamilies knowing 


away 


customers. 


The Plus Features 


This can’t be done solely by offering sound mer- 
chandise and adequate services at fair prices. Most of 
his competition offers the same. And some of his com- 
petition offers much more. In the final analysis, it’s to 
those offering the plus features that the greater flow 
of business goes today. 

The idea of a positive “store image” is competitively 
Is it just another store offering shoes for 


does it 


vital today. 
sale? Or 
“special” features that make it the 


have a local reputation of having 
place to go for 
shoes? Today, a store must bend its back to the point 
of ache to identify itself in the local public mind. Note 
Each of 
image, in 


the successful retail stores in any community. 


them represents a definite impression, an 
the public mind. 

Painful as it may be, retailers will have to spend 
This is the 


most effective way to make contact with incoming new 


more in store advertising and promotion 


families, as well as to hold the interest of established 
customers. Retailers will have to employ more ingenui- 
ty increasing fresh ideas to win and hold customers. 
told to 


“keep moving” because he’s harder to hit when moving. 


In the profession of pugilism the boxer is 


Because they move 
them and 
gut this is a situa- 


It’s the same with customers today. 
more it becomes harder for retailers to “hit” 
convert them into new customers. 
tion retailers must now live with if they expect to score 
more hits than misses in their fight for survival and 
growth. 








ESQUIRE ANNOUNCES AN 
The One and Only No Odor'Boot Polish... 





Nobody’s Got It but Esquire! Backed by 2 Great 


‘ ae 
Here’s the exciting new shoe 165 STATIONS... 


§ polish everybody will be "WWITN ECS" 
hearing about, talking about ~ Bea Se ah 
° ; P.M THURSDAY 
° ’ . ‘“ $9 . ; 
nayns Exclusive shee Odor” Formula The dramatic, fresh, NEW TV concept America 
actually “Deep Polishes” leather, for the : has been crying for! Torn from the annals of Amer. 


brightest longest lasting shines ever ican criminology... here are high-tension reenact 
’ 7 . ments of ‘‘committee hearings,’’ investigating the 


Again—Esquire boosts your Shoe Polish notorious careers of the nation’s All-Time Rogue's 
. : ; : ery. It’ 
Profits to another all-time-high peak, with Gatery. K's shecking...Ai True...Al MEW! 


this sensational new smash hit! 











CBS-TV Shows! 


---97% OF ALL TV HOMES 


‘FACE THE NATION”: 


10:30-11:00 P.M. EST, MONDAYS 


Timely ...important... fascinating! Top headline 
personalities...today’s Men of Destiny.. face a 
panel of penetrating interviewers, for down-to- 
earth, no-holds-barred questions and answers. 
Actually thrusts every viewer into the heart of 
History—As It's Being Made! 





..-Full Color Adsiin LIFE 


IMPORTANT! To “bridge over” the Big 
Change-over from Regular to “No Odor” 
Boot Polish, Esquire has been shipping 
the new formula “No Odor” Polish for 
many months. When we break with our 
great national advertising campaign an- 
nouncing this Esquire “first”, all Boot 
Polish you have in your stock will be the 
new “No Odor” formula. You’ll be all set 
to fill the demand. 





Profile: Theodore Georges 
(CONTINUED FROM PAGE 32) 
simply assumed he had a knowledge 
of stocks and bonds. They sought his 
In the three or 
four years that he worked as a book- 


advice and counsel. 
keeper, he watched the Board care- 
fully. ip all the information 
and knowledge that he could. Fig- 
ures have a way of adding up, and 
they did for him. 

You are probably wondering what 
all this has to do with the shoe busi- 
We're coming to that. S. T. 
took a test at the Stevens Institute 
of Technology and the vocational ad- 
visor, after analyzing the results of 
that test, told him: “I 
you want t for 
yourself. Well, no matter what any- 
one says... \ have it! 


Pic ked 


ness. 


understand 


business 


Go into 
business and it is my 
will be successf 


prediction you 


The First Store 

And he did. In October of 1921, 
the first Indian Walk shoe store was 
opened at 13 West 39th Street in 
New York City. It requires team 
work and a balance of skills to make 
S. T. had the 
business acumen and administrative 
abilities but knew nothing about the 
technical phases of shoemaking. In 
that respect, he was lucky. He en- 
tered into a partnership with Harold 
Kimball, who had an excellent back- 
ground and experience as a result of 
with 
Company 


a successful business. 


‘lation Ground 
and other 
well-known companies. He was large- 


‘ responsible for the ideas, 


previous asst 
Gripper Shoe 
lasts and 
patterns for Indian Walk shoes. 
How did they come to choose the 
name, Indian Walk? There 
logic in the that the 


ways of 


- 


Simple! 
thesis 
the 


wore 


was 
Indians 


were wise in 


foot coverings. If they any at 
that were 
the toes 
putting the 


where it 


all, it was only m« 
soft, flexible and 
maximum arti 
weight-bearing 
belonged. 

S. T. Georges 
nessman. Within three years, there 
Walk He 
all hours and far 
He also had fine asso- 
ciates and personnel. In addition to 
Harold Kimball, he had Thomas 
Healy, an excellent staff of office and 
store young Ted 
Together, they all worked 


CCasins, 
allowed 
ilation, 


pressure 


was an astute busi- 


Indian stores. 
worked hard at it. 


into the night. 


were ten 


personnel and 


Georges. 


60 


toward building Indian Walk stores 
into a strong, independent organiza- 
tion. 


Outside Interests 


Although he devoted himself thor 
oughly and completely to the shoe 
business, S. T. did not relinquish his 
outside interests, which included real 
and 


banking, investments 


And it is just as well, for 


estate, 
shipping. 
a major portion of his income actual- 
from 
tremendous 


these sources. He 


vitality and a ca- 


ly derived 
had 
pacity for doing many things and 
doing them all well. And he trans 
mitted these qualities to his son, Ted 
unob 


indirectly and 


When 


his life’s 


s ibtly, 
he died on October 
work had 


trusively. 
13, 1958, 


well done! 


been 


Ted Georges was no novice when 
he was called upon to take over the 
He had been 

Walk shoes 
He had 


reins of the business. 

acquainted with Indian 
from the time he could walk. 
learned the shoe business as a boy 
would learn it from the bottom 
up. He worked in every department 
during summer vacations and when- 
ever he could get the time away from 
his studies. He attended the River- 
dale Country Prep School in River- 
dale, New York, and when he gradu- 
ated, he go 
Dartmouth Instead, 
went into the U. S. Army 
four vears in the China, 
India Phillipine the- 


intended to on to 


College. he 
and 
served 
surma, 
atres of 


and 


war 


Out of the Army 

When he came out of 
he resumed his 
first at Dartmouth College and then 


the army, 


higher education, 
transferring to Colgate University, 
from which he graduated in 1950 
followed up 


Subsequently, he with 


post graduate courses in merchan- 


dising, human relations, labor rela 
banking, administration. Then 
because he felt that his father 
needed him in the business, he de 


cided the best way to learn was to be 


tions, 


part and parcel of it. He went to 
work at the 956 Madison Avenue 
store, where he had before 
as a part-time salesman during his 
He stayed on the job 


worked 


school days. 
at this store continuously from Sep- 
1950, until his father died. 
his duties had changed 
somewhat. Mr. Healy, acting upon 
instructions from the senior Georges, 


tember, 
However, 


saw to it that Ted was given every) 
opportunity to participate more and 
more, not only in the buying activi- 
ties but the other executive respons- 
bilities as well. 

From father to son! The Greeks 
would be obliged to add more words 


for it like Dedication, Faith, 


High Regard for his fellow man and 
Confidence in being able to do a job 
Young Ted Georges, who will be 36 


years old this month, is practicing 
this entire lexicon of qualities. He 
ix carrying his many responsibilities, 
father’s estate, 


investment, 


real 
banking, ship- 
He is devoted and dedicated to 


executor of his 
estate, 
ping 

the shoe business. It is his first love 
“T don’t work on any basis of hours,’ 
he says, “I am thinking shoes from 
the time I get up to the time I go 


bed; and sleep is something I don’ 


+ 


worry too much about.” 

The day after his father’s funeral, 
Ted went back to the store. He called 
a general meeting of all the person- 
that he in 


business 


them 
the 
principles of 


nel and assured 


tended to carry on on 


the 


quality 


same basis and 
service and dignity set down 
by his father. “Our business is not 
said, “‘it 
know 


flourish, as 


only going to survive,” he 
fi] 


t SUCCeESSIU | 


is going to be 
that we will 
long as we 
that 


value. The whole success of our busi- 


grow and 
subscribe to the policy 
there is no compromising with 
ness depends upon our living up to 
the claim of doing our job. We be- 
the customers and 


ip our product to the hilt.’ 


lieve in serving 
backing 
He has made good on that prediction 
Last Walk st 
achieved best 


their histor 


vear, Indian res 


their second year in 


Full Credit 
hide us for getting this 


Ted would 
. the 


far 
point that he made to us at the vers 
beginning: “I ful 
credit to Thomas Healy, who serves 
with 
manager. He 
during my father’s 
been active in the firm for 
He does the buying for all the stores 
the 
the 


along before mentioning 


want to give 


me as associate and general 
was general manage! 

has 
~~” 


23 years 


time and 


and is probably one of most 


gifted merchandisers in shoe 


business today. 

“IT don’t know whether I have been 
such a good business man,” Ted con- 
tinues, “but I have tried to be a dedi- 

(CONTINUED ON PAGE 63 
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Profile: Theodore Georges 
(CONTINUED FROM PAGE 60) 


cated one. I have developed friends 
the company and this has 
proved to be a major factor in keep- 
ing the firm strong. Our managers 
and the personnel, from the top to 
the bottom echelons, are all getting 
to know what their responsibilities 
are for the management and opera- 
tion of a superior company and the 
tremendous task of performance.” 
There are now twelve Indian Walk 
stores in greater New York, set up 
as four different corporations. Indian 


within 


Walk goes by the incorporated name 
of Foot Form Shoe Shops, Inc. That’s 
the company and the chief 
subsidiaries are: Foot Form of 
Brooklyn, Inc.; 13 West 39th Street, 
Inc.; 956 Madison Avenue, Inc.; and 
Foot Form of New Jersey, Inc. At 
one time, Indian Walk had 18 stores 
volume of 
felt that 
small, marginal stores were not 
this 
were consolidated with the 


parent 


and a smaller business. 


However, it some of 


the 


Was 


productive in modern shoe era 
and they 
others, or liquidated. 

Ted’s mother is president of the 
firm and attends the administrative 
meetings 
Thomas 


Harold Kimball! retired in 


Ted is vice-president and 


Healy is general manager. 


1957. 


The Children’s Business 
“We are definitely identified with 
the children’s shoe 
Ted. “I would say that 85 per cent 
of our effort is in that field. How- 
ever, we also carry a select number 


business,” says 


of men’s and women's comfort shoes 
and walking for 
women. We feel that we are recog- 
nized beyond the local area. . 


casual and shoes 
J pos- 
sibly not nationally or international- 
lv but certainly more people than our 
own customers, in our twelve stores, 
think of us as chil- 
dren's shoes. We do not and will not 
compromise on value. Regardless of 
the pricing situation, our customers, 
most of whom are steady, repeat and 
satisfied, will subscribe to the fact 
that this is why they constantly 
come back because there is no 
compromising with value. If 
were to bring in a cheaper product, 
we feel lose half of our 
customers and trade, because they 
longer identify us with 
what they know about us. 

“We are not a subsidiary of any 


specialists in 


we 
we would 
would no 


September |, 1960 


ether company, syndicate or group 
of companies operating in the retail 
shoe business today. We are our own 
owners and shall remain exactly that. 
We do a tremendous amount of pre- 
scription work. We are in the chil- 
dren’s corrective shoe business but 
we do not confine ourselves to that 
alone. We deal with as many as 
ninety manufacturers, but four or 
five do the bulk of our business. All 
shoes we carry Indian Walk 
shoes and we own the lasts and pat- 
terns. We have an exclusive contract 
with these manufacturers for the 
making of our shoes. The relation- 
ship is based on mutual satisfaction. 
Actually, any manufacturer who is 
equipped to make our shoes satisfac- 


are 


torily and to our detailed specifica- 
tions, can qualify. Our shoes cannot 
be sold outside of the Indian Walk 
stores and no department stores or 
any other outlet may carry or adver- 
tise them. 


Service 
“Some people have forgotten what 
service is. I maintain that our busi- 
ness couldn't run another day if we 
stopped giving service 
We take our time 
with the customer, but I believe that 


neglected or 
to the customer. 


is the only way that the retailer has 
of actually showing the 

that he sells than a 
shoes. I do expect 
tomer to understand the problems of 
but I would 
take 
sideration that, when she is buying 


customer 
more pair of 
not every cCus- 


running a business ex- 


pect a customer to into con- 
shoes, she is buying an item that is 
vitally important to health. 

“As 
concerned, we must get across to the 
parent that each child is different. 
No chart alone can possibly tell the 
kind of shoe the child needs. Each 
child must be individually fitted and 
customers should take their children 
to their doctors or pediatricians, to 


far as children’s shoes are 


get the best possible advice; and fol- 
low up that advice by going to the 
store that the doctors recommend as 
living up to its claims for fit and 
quality. This is the story of 
firm and what it has been doing since 
the beginning. We the 
students. The doctors are the experts 
and they acknowledge that; also the 
fact that we try to handle foot prob- 
lems with utmost care. This year we 
are planning a tremendous drive to 
good 


our 


very are 


increase the already existent 


relations that we have with the fine 
members of the medical profession. 


Plans for the Future 

“What are our plans for the fu- 
ture? We intend to open more 
stores; our latest store is in Forest 
Hills. And we will continue to fol- 
low the same performance pattern 
that we have set down as the Indian 
Walk way of operation. 

“I am bullish about the shoe in- 
dustry for fall. The level of the econ- 
omy doesn’t worry me. We know that 
the fall will be terrific. But what 
does bother me is that, despite the 
fact that 1959 was the largest pro- 
duction year in the history of the 
shoe industry, it didn’t measure up 
proportionately as far as the con- 
sumer’s expenditures for shoes were 
I don’t believe that 
one can show, percentage-wise and 
based upon the rising status of our 
income economy, that 
the shoe industry is getting its share 
of that income in proportion to the 
the satisfactions it 
Consumers are spending less 


concerned. any- 


national and 


product and 
gives. 
of disposable income for leather and 
shoes during a rising income period 
than they are spending for other 
commodities. 

“This is our biggest problem and 
it doesn’t apply only to shoe retail- 
but to tanners and manufactur- 
well. I feel it is the com- 
bined need of all branches of the 
shoe industry to fight back with a 
carefully conceived campaign to edu- 
cate the public to the fact that the 
shoe industry is actually a terrific 
stimulus to the entire well-being of 


ers 


ers as 


the American public. 


{ Program for the Industry 


“If I had the chance to develop, or 
be part of, a driving program for 
the shoe industry, my first level of 
study and effort would be to do 
something to try to promote a better 
understanding between the industry 
and the consumer through better 
promotion and publicity. Customers 
today seem to be impressed with the 
fact that they read in the paper that 
the shoe industry had the best pro- 
duction year in 1959 and therefore 
the prices of leather and shoes have 
reached sky-high. But they don’t 
understand that the shoe industry 
has many intricate problems which 
have not been properly made known 
to the consumer. Other industries 
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have been able to create an image 
in the mind of the public that is 
synonymous with large outlays of 
money; and the public doesn’t seem 
to mind paying. The shoe industry 
has never been able to establish this 
kind of rapport with the people. The 
public almost resents paying any 
kind of prices for shoes, simply be- 
cause they still don’t know what is 
involved. I know the various asso- 
ciations are doing a job but it is not 
enough. What is pro- 
gram that will the 
public to the values they are getting 
in shoes. What the 
needs is more educated businessmen 
and something that will its 
status in the eyes of the customers. 

“This is the strongest statement I 
can make about the shoe industry. 
I have no question but that the shoe 
industry will have its ups and downs 


needed is a 
really educate 


shoe business 


raise 


but it is a basic business and some 
day it will realize its potential.” 
Ted is married. Has two boys, age 
five and two. His hobbies are swim- 
ming and golf. But, as we said be- 
fore, the shoe industry is his love 
and he intends to do everything he 
can for it. He has supreme con- 
fidence in his ability to do his job 
and takes pride in the fact that he 
knows all his employes, their prob- 
lems and aspirations and does every- 
thing he can to help make those as- 
pirations As Ted says: 
“My job and the job of every execu- 
tive depends upon how well he ful- 


4ll 
fil of management with 


, 
realities. 


lls the trust 


personnel.” 


New Record Highs Hit by 
Imports for First Half 


CONTINUED FROM PAGE 50 
A.—The 


average price of 
than 14 million 
ported during the first 


$1.80 a 


the 
im- 
six months 
This 


average 


more pairs 


was only pair. com- 
with factory 
price in the same period of domes- 


tic prod iction of 


pares an 


$3.79 a pair. 


Q.—How about average 
from specific sources? 
A.—The 


as you will 


prices 
lowest average prices, 
from the table, 
from Japan at 
cents a pair. Next in low 
from Hong 
Kong at 65 cents a pair and India 
at only 88 cents a pair. On the 
other end of the scale, the highest 
priced 


note 


were for imports 
only 47 
value were purchases 


shoes came from Switzer- 
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land at an of $8.15 per 
pair, followed by West Germany at 
$5.14 a pair and the United King- 
dom at $5.09 a pair. 


average 


Q.—What is the trend in rubber 
shoe imports? 

A.—I do not have the exact fig- 
ures, but I do know that domestic 
manufacturers have com- 
plaining to Washington that rub- 
ber imports during the first 
half of this year were about equal 
to domestic production during the 
same period. 


been 


shoe 


Q.—How about plastic shoes? 
A The defi- 


nite or clear on this type of foot- 


statistics are not 


wear. I understand some are in- 
cluded with rubber shoes and some 
the catch-all heading of 
“other footwear.” However, I do 
know that there very 


substantial increase in 


are in 
has been a 
plastic 
shoes, particularly from Japan. In 
fact, plastic shoes with heavy rub 
ber soles have come in in exception- 
In the Wash- 


ington area, they have become very 


ally large quantities 


popular with high school youths 


These shoes being retailed at 


are 
drug stores, food chains, and other 


new shoe outlets at retail prices 


ranging from $1.95 to $3.95 a pair 


How Should You 
Organize Your Business? 
CONTINUED FROM 


If he should do so, he 
be required to give an accounting. 


PAGE 56 
holders ma\ 

All your directors must act always 
in good faith. They are not required, 
however, to use extraordinary 
The 


apply is 


care 
which 


that of 


«kill and diligence test 
the 
the reasonable man 

Each 


gross negligence, if it results in 


courts usually 


for 


loss 


board member is liable 
to the corporation 
Directors are usually elected by 
the They 
at will, or be removed for cause 
bad faith or 
can contract in behalf 
within the 
and the charter. 


stockholders. may resign 
Suc h 
as fraud, neglect of 
duty. They 
of the corporation 
fines of law 

Your officers 
idents, 


con- 


president, vice pres- 
offi- 
cially carry out the general policies 
established the members. 
They derive their authority from the 
board of by-laws to 


treasurer and secretary 


by board 


directors and 


act as agents, subject to agency law 


An officer must have either ex- 
press, implied or apparent authority 
to negotiate a business contract. 

Stockholders have nothing to 
with the carrying out of the corpo- 
ration’s policies. What policy-deter- 
mining right they have is indirect, 
derived from their authority to elect 
members, and powers 
reserved to them by 


do 


board con- 


ferred or law 
or the articles of incorporation. 
Stockholders may proxy, 
but board members may not. Stock- 
the following privi- 


vote by 
holders have 
leges: Vote as many times as shares 
of stock 


inspect and examine books and rec- 


owned; receive dividends; 
ords. 

Ask yourself the following ques- 
tions first: Should a proprietorship 
be continued? Would a partnership 
be better? What about incorpora- 
tion? 

Always 


before you decide 


with lawvel! 
He can help you 
work out the best possible structure 


for 


consult youl 


shoe business. 


your 


Baker Reporting 


from Washington 


CONTINUED FROM PAGE 10 


sumption 
The State Department savs the 
following German importers are in 
terested in hearing from U.S. man 
facturers 
S« hoepp K ty 
Attn Mi 


wants offers, prices, ¢ atalogs, sales 


Koenigstrasse 
Stuttgart Moessinge? 
literature Grosseinkaufsbund, 61 


Steubenstrasse, Essen (an associa- 


tion representing leading whole 


and retailers of footwear) 
Huepperts & Soehne K. G., 
Essen; Babybotte Bide 
Dreilingenstr. 79, Es 
Schuh Einkaufsgenos 
Hofaus Wuppertal 
Gelsenkirchener Schuhgrosshand 


Horn, von 


Geisenkirchen 


salers 

Peter 

Lichstr 
gain & Co., 
sen; Gilde 
senschaft, 95, 
lung, Bluard ten de! 
Reckestrasse 15, 
wants 20 copies of sales literature 
for its own use plus affiliated whole 
Deutsche Schuheinkaufs 

16, 


SVexico 


salers) 
Kavalleriestrasse 
Duesseldorf; 
G.M.B.H., 

Hamburg; 


vereinigung, 
Veutsche 
Ferdinandstrasse 65 
Italia Schuh, Bahnof 
Ulm/Donoau; Westex, 
10, Max 
Zeiter, Kurfuerstendamm Ber- 
lin-Halensee; Paul Zuta, 
4, Frankfurt/Main. 


strasse 1, 

Waldstrasse temscheid; 
130, 
Koerner- 


strasse 
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Letters... 


Self-Service vs. Fitting: Our Readers Speak 


Fitting: Some Unanswered Questions 
Editor: 

Bill Rossi's article in the edi- 
entitled “Fitting 
Self-Service” impressed me as represent 


Aug. | 
tion Services Versus 
ing much comprehensive thought on his 


He the 


controversial aspects of the case of “fit- 


part has certainly presented 
ting” in the clearest possible (albeit still 


somewhat obscure) light 
It has been my contention that within 
the 


few 


industry there seem to be too 


“facts” and a great deal of assump- 
When you say that “fitting has the 


shoe 


tion 
potential of being a science or an art.” 
that if 


missing data were supplied to the indus 


vou must be assuming certain 


try, it could prove the necessity for “fit 


ting” service. Your planned program to 


supply the needed scientific information 
about feet and shoes would appear to be 
long overdue or not seriously considered 
essential 

It appears that the question, “What is 
hit? 


terms 


needs to be answered in realistic 


before any successful attempt te 


if hiewve it can be ‘ irried out \ second 
should 


does fit need to he 


question follow closely “How 
sccurate 


question 


from a medi 


standpoint?” Perhaps the 


res d to be 


second 


will first 


answered 


Until these and many other questions 


are answered to my satisfaction. | will 


continue to be an advocate of self-servics 
in its better forms 
STEVE HAND 


SALEM. IND 


‘The Customer Must Be Serviced’ 
Editor 
The 


in the 


impact ol se If service a« de “( ribed 


Boot ano SnHoe Recorper strikes 


me as being of tremendous importance 


in that it poses a threat and a challenge 


to the established regime ot service 
stores 


We 


over 5 


held for 
self 
leature 


have been in the retail 


combination 
We 


surplus and 


years ss a 


eervice and service store 
famous brand cancellations. 


FLD. 


every 


some Shoes are 


racks 
price and size, and whenever possible the 
Not all 


small 


displayed on 


pair clearly identified as to 


intact shoes are on 


Our 


name ts 


display store doesn't per- 
mit it 
Our experience has been that the type 


walks 


wants personal service, 


of customer who into store 


She is 


our 
used to 

spends $12.95 
She knows 


our reputation that she can get this qual 


such service since she 


and up for her shoes, from 


September |, 1960 


$6.95 Under these 


cumstances she is willing to forego the 


ity at and up. cir- 


salon surroundings, the suave salesmen, 
the haut monde atmosphere. But she will 
not condescend to give up the element 
of service. 

The customer must be serviced. Many 


the racks. They 


walk in and sit down and the rest is up 


do not even examine 


to us. This is especially true of our 


children, whose not 


look 


shoe . 


parents may even 


over our display of youngsters’ 


We are most careful in measuring, fit- 
All this 


Perhaps our opera 


ting and checking for proper fit. 


at discount prices. 





The RECORDER 


industry for 


letters from the 
publication here. Letters must 
be signed as evidence of the writer's good 
faith. They should be addressed to the Editor, 
BOOT AND SHOP RECORDER, Chestnut and 
Sth Sts.. Philadelphia 39. Pa. 


welcomes 





tion can best be summed up as a service 


store selling discount shoes, or vice versa 
W ( have 
that the 


found over a period of years 
still 
his 


customer. 


experienced shoeman can 


better even with 
inadequae ies, than can the 


And this: A self-fitted 


tomer who later finds her shoes improp 


do a job of fitting 


remember cus- 


erly fitted is not going to blame herself 
she’s going to place the blame with the 
the both 


store of shoes or 
1s 
GOLDSTEIN'S SHOE STORE 


PEABODY, MASS 


Self-Service: Economic Necessity 
Editor 

Self-service shoe stores can't help but 
my math is any good. If 60 per 


retail at $6 


come if 


cent of s} made to 


oes are 
and 40 


estimate ts 


per cent from $6 up. 
correct 10 


and under 


and my cent 
of these 
sale rack which 
the shoes sold 
If it takes him 10 
tomer (or six customers an 
six hours a clerk sells 36 pairs at $6 
His book will be $216. (The 
hours a lunchtime and 
This $216 is 


but all 


have four 


per 
expensive shoes end up on the 


means 70 per cent of 


retail under $6. 


minutes per cus 


hour). in 


other two 
slac k pe- 


good for t 


day 1s 
riods. } pretty 
the stores | 


slack p 


riod and one great big rush hour. when 


store, shoe 


«small 


know usually hours’ 


it is impossible to wait on enough cus 


tomers at $6 per pair average to have 
a very good dav. 

Therefore if 70 
sell for $6 


go to self-service in ordet 


shoes 


cent of all 
will 


per 


and under. we have to 


that we can 


wait on three and four customers in a 


10-minute period during that rush period 
to take in $18 in 10 
of $6. 


minutes instead 
Rg. &. 
STYLE-RITE 

CARMEL, ILL. 


STINSON 
SHOE STORE 


MOUNT 


Searching for Suzie’s Sneakers 
Editor: 


] read article 
Versus Self-Service” 
went home and told my 
silly to full 


store 


“Fitting Services 
with interest. So I 
family. “We are 


for hitting service 


your 


pay price 


in a good when we can save con- 


siderably by buying Suzie’s sneakers 
eet lf-service store.” 


(age 5 years) in a 


So the four of us went to a nearby 
town and the first store we came to had 
a display of cheap sneakers right on the 
sidewalk. You guessed it—we could not 
find Store No. 2 had them 
displaved in the window, but they could 


not fit No. 3 the 


~ame 1 had a cheap, made-in- 


Suzie's size 


either. Store was 
No 
Japan sneaker 
the heel. We 

better fit 
No 
cheap. soiled, s<hopworn merchandise that 
we walked out and 
decent store where the FIRST pair tried 
on was a fine fit, ! 


much better 
We walked 


“self-service 


her 
store 
which fit around 
asked for a 

they did 
5 displayed such beat-up. 


poorly 
better grade 


with not have it. 


Store 
in disgust went to a 
merchan- 


that 
strictly for 


dise out feeling this 


new saving is 
the birds! 

It has 
at Graham’s that 


for 9S 
“Nothing but per- 
What 


these 


been our feeling years 
here 
lect 


satistaction 


satisfaction ever seals a sale.” 
do people get out o 
4 The re 


there is no saving In money. 


“self-service centers” 
ing in time 
because these stores all seem to sell the 
same cheap stuff at the same cheap price. 
Do satisfaction? If 
are sat 'sfied with the cheapest merchan- 
di- then 
grading the shoe business. 


What is this 


pe ople are only 


customers they 


get 


made. we certainly are down 


country coming to it 
interested in making 
things worse and selling them for less, 
and throwing in the extras like worse fit 
Last but 
least. improperly fitted footwear can lead 
to all kinds of health problems. After 


here at 


and worse satisfaction? not 


this recent 
feel 


method of 


experience, we 


Graham's more strongly than ever 


that 
satisfaction since 1867 is by far the best! 
GRAHAM 


oul service, savings and 
ROBERT B 
GRAHAM S$ 


BOSTON, MASs. 


@® Mr. Graham operates a men’s shoe 


Ed. 


store. 





Retail Trade Report 





Fall Trends Appear in Detroit 


HW omen show 
$18.95-$22.95 


interest in shoes in 
price bracket. The 
favored fall colors are browns, 
grays and greens. Red also sells. 


DETROIT—Fall shoe promotions 
have created considerable customer 
interest and above-average sales in 
the Detroit area. 

So the women’s shoe de- 
partments the activity has centered 


around colors, 


far, in 
leathers and coordi- 
The 
addition to 


the 


greens 


handbags best selling 
traditional 


entire 


nated 
colors, in 


black, include range of 


browns, grays, and some 


anal ler leathara ar . 
reas. Pop ilar leathers are suede, 
stre calf, bonne-calf, and 


glove 


leathers—with a renewed demand 
or black alligator and black cobra. 
sustre calfs are moving exception- 


lv well in pewter and a muted red. 


Chicago Women Prefer 


Patterns to Ornaments 
CHICAGO In 


1} . 
the tapered toe 1s still the favorite 


the 


» 28/8 heel 


. , 
womens stvies, 


downtown tores 


Chicago s 
for high fashion also 
ides the popularity crest. 


One big ( hicago store, 


however, 
reports that the stacked heel, espe- 


cially in mid-heel casuals, is st 
bid for 


Brown tones continue 


art- 


ing to make a popularity 
to advance 


for fall 
reduced 


on black as a preference 
the has 
to five-to-two from the three-to-one 


ratio of 


shoes; ratio been 
Ornamentals in 
the 
prefer small 
treatments in place of 
or gauche effects. 

Men more 
browns for autumn wear. They are 


last year. 
shoes 
Women 


women’s are on down- 


grade. pat- 
tern bows 


are also ordering 
also showing a stronger interest in 
smooth 
calf continue to dominate for dress 
wear. In casuals, the slipon with 
mid-high tongue and moccasin toe 
is still the favorite. 
reports 


styling. Narrow toes in 


One store alone 
gain in 
casual shoe volume this year. 
For work shoes, elk is the big- 
seller of the season for most 


a 50 per cent its 


Women are also showing an in- 
creased interest in higher priced 
footwear, particularly in the $18.95 


to $22.95 bracket. 


Reordering Cocoa Brown 
Waite’s, in Pontiac, is already re- 
ordering needle-toe dress 
and stacked-heel walking shoes in 


brown 


pumps 


cocoa suede, and dressy 
black pumps with jet 
trim, in both illusion and high-heel 


suede bead 
versions. 

Casuals and walking shoes in soft 
and Jonnie- 


the 


unlined glove leathers 
skin are selling best in warm 
tan tones. 

High school and college girls are 
soft little 
slip-on, tie, and bootie patterns for 
back-to-school. Another  back-to- 


school favorite with the teenager is 


buying these shoes in 


the nylon suede tennis shoe in 


loden, black, and came! 


Children’s Sales—Children’s shoe 
} 


SAiits 


in sizes up to 3 have been on 
tennis shoes, black nylon velvet 
dress shoes for girls, 2-eyelet ti 


buck in 
and girls, 


ties 
gray 


and 


of unlined washable 


ir tan for both bovs 


saddles 


iaSSKK 


Growing girls are wanting 


fashion ties, flats, and 


higher 


styles in calf or Bonnieskin 





Dafa 


ee ee A ee ee ea 


The point is the fashion focus for fall and 


this advertisement makes the point—dra- 
matically with art. Minneapolis (4 cols.). 


Browns Show Promise 


In Miami Shoe Stores 
MIAMI—The back-to-school! shoe 


sales opened Black 
and brown calf with brushed nylon 
the The 
patch and 
white nylon 


up quite well. 
demand. 
red, black 
are gaining in 
with 


are leaders in 
saddles in 
velvet 
importance. Slipons metal 
buckles the are giving 
competition to the penny loafer. 


across toe 

Brown pumps and ties are good 
in women’s lines and boot types are 
both 


looking 


strong with boys and men 


Parents are for a little 


more support in children’s shoes 


This is boosting the sales of 


fords and 


OXx- 
straps. Drab greens are 
shoes 

The 
favor- 


coming in fast in children’s 


as well as in shoes 
Queen Anne 


ite of the y 


grownups 


heel is still the 


oung miss 


Browns and Black—Brown 


black leather loafe are bi 


the bovs and bla 


well the swirl 


ers and oxfords are 


ire but waning. Moccasin-type ox- 


fords are well as high- 


good as 


‘ , 
Lor DOVS shoes 


riding tongues 


Tennis shoes in ny 


girls in a wide varie 
catching nm fast 


Browns te be 


seem 
they were 


All 


warm cnor 


expected 


shades are 


lead. Dress 


‘ 


Li 
nin call skin 


and lustre finishes, are popular and 


shades, such as British tar 


lighter 


and ombre shades, are doing well 


Stitched and Unlined Stitched 


and unlined shoes are going well in 
one of the downtown Flagler Street 
stores. Brown stacked heels adorn 
ing buck shoes in the muted greens 
the 
the 


Ameri- 


are coming on strong and 


outselling 
the 


goes 


double needle 1s 


triple. However, Latin 


can trade still for the triple 
black dark 


The greens in 


suede 


needle, mainly in and 


calf 


leather 


brown 
buck, 
good. 


pumps. 


and are very 


For the young lady going back to 
school, the plain skimmers are stil] 
but the 


best, not toe. 


pointed 
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West Coast Retailers 
Report Sales Pickup 


LOS ANGELES Retailers are 
breathing a little more easily now 
that the back-to-school 
underway. It was a long, slow sum- 
mer and most of them are glad it 
is over. 


buying is 


As always in this semi-tropical 
land, newspaper 
and fall 


simultaneously. 


feature 
dress-up 

will 
good numbers 
and to 


ads pool 


shoes styles 
Casuals con- 
sold in 
October 


tent all year long. 


tinue to be 


through some ex- 


Good Selling Line The May 
Company is featuring Italian thongs 
in bright kidskins for $3.33 
the takes a full-page, 
to feature Sbicca 
washable pigskin. The 
Broadway has been doing a terrific 
job with Sbicca Californians; 
them 


while 
Broadway 
two-color ad 


pumps in 


plugs 
them like 
Middle- 
the most 
wanted styles seem to be mid-high 


heavily and sells 


they were going to spoil. 
of-the-road in price, 


layer heels, two-tone treatments 
with little bows, and extremely high 
with very 
and an elegant profile. 

They 


asnoes 


heels long pointed toes 
featuring button 
selling a few. A 
tapered heel, with black patent toe 


are also 


and low, 
tip on brown suede uppers and four 
little 
make it 


buttons, two on each side, 


look like a 


of a turn-of-the-century 


modernization 
stvle. 


Wide 
pumps 


Open Spring-o-lator 
the 
action in 


models with 


are standard and re- 
the 
little 


more than a sole, heel and a strip of 


tailers report much 


extremely open 
vamp to hold them on. Thong pumps 
with soft the throat 
are also selling well 

As the 


a hool shoes, 


gatherings at 


back-to- 
nothing could be more 
Flatties, 
except for colors and ma- 


for teenster’s 


traditional. oxfords, sad- 
dle shoes; 
terials they are buying the same 
things as always. There has been 
dissatifaction at the 


sumer level with the new corduroy 


some con- 
shoes that were touted as being so 
big. Some of them have been giving 
out quickly and the kids don’t think 
they are getting enough wear out 
of them. It’s not true of the better 
qualities, of course, but a lot of 
cheapies sprang up in this material 
and some kids got stung on them. 
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Early Sales Point to Trends 


ST. LOUIS—The August retail 
story from St. Louis reads, “Many 
people shopping—-few buying shoes.” 
Although good cash register days in- 
creased as the month progressed, 
August “left a lot to be 
buyers say. 


desired,” 


School shoes began to move two 
weeks ago. The _ briskest 
was in suburban family-type stores, 
shopping center chains, and ortho- 
On the basis of 


pat- 


activity 


pedic departments. 


early sales, these school shoe 
terns for girls will be reordered first: 
black velvet 
black saddle; nylon 
patch saddles, black smooth patches; 
and strap 


moccasin- 


nylon saddle oxford, 


smooth velvet 


red or brown swivel 
pumps, high-cut tongue, 


toe effect, buckle trim. 


The Reorder List 
reorders are young boys’ moccasin- 


Slated for early 


tan or 
black 
bluchers 
with scuff-resistant toe (black pre- 


type four eyelet bluchers, 
black 


grained wing-tip oxfords; 


grain, crepe sole; 


dominant this year to date); 
bucks, 


leather penny-loafer slip-ons, black 


dirty 
red rubber sole; and smooth 
over brown, 

Brown and white saddle oxfords 
are, at present, the best selling sin- 
gle pattern for both boys and girls 
of pre-school age. 


Teen Highlights 


wear 


Teen girls foot- 
purchases concentrated 


white 


are 
here: canvas tennis shoes; 
black corduroy tennis shoes; ruffi- 
flats, boot-look pancake-heeled flats, 
suede with smooth 
side tie effects: 
flat 


tapered 


leather collars, 
dark brown smooth 
toe; 
gum 
drop flats, ribbed soles, black suede 
and black smooth. 


skimmers, bow, pointed 


and toe two-eyelet 


High school teen girls are cur- 
rently not buying heeled pairs. Col- 
lege bound girls are adding these 
to the list 
needle-toe plain black kid pumps; 
brown mid-heel suit 


above of casuals: 23/8 


russet pumps, 
and black 
spectator 


stacked 


tailored flat bow trims; 
combination 
thin 


brown 
pumps, 
heels. 


simulated 


Although the busy days for sell- 


ing women’s fall pairs have not 


opened up fully as yet, St. Louis 
fushion-minded shoe stores and de- 
partments have indicated that they 
have scheduled these planned pro- 
motions: pigskin for women’s sports 
wear, boot-look flats, 
semi-spat effects, to be 
black, 


tan; a 


and casual 
8/8 wedges, 
olive 


promoted in gray, 


green, and natural 
tion of black 
with satin or faille trim; a smoke- 
screen color promotion in both tai- 


promo- 


suede dressy pumps 


lored and dressy patterns with co- 
ordinated handbags; and a 
tion of patterns 


head trims. 


promo- 


pump using nail- 


The 
representative of 
thinking on fall 
that 
step In as a 


Expectations two latter 


promotions are 
St. Louis retailers’ 
trends. First, 
fair to 
neutral at the mid-price level. Sec- 
ond, that nailhead trim, along with 
vamp draping and saddle stitching, 


smokescreen 


bids volume 


will be volume detailing in today’s 
‘ “stuck 


inte- 


favored swing away from 


on” ornamentation toward 


grated vamp decorations. 


Atlanta Shoppers Buy 
Black Shoes for Fall 


ATLANTA—It’s a good time of 
the vear for retailers when casuals 


back to 


business developing and a 


are still selling, there's 
school 
fair sprinkling of fall women’s busi- 
ness is being done. 
broke 
fall 
got the 
Dealers 


b ick-to- 
this 


un- 


Dealers with the 


school and ads earlier 


month and fall season 


derway. report a fair in- 
terest in fall patents and suedes in 
black, with medium and high heels. 
This seemed to be the trend in the 
early 


stages of the popular price 


items. Suedes seem to be running 
second to patents. 

School buying is underway and a 
trend is rather difficult to 
lish. Stores pushing 
red, green as well as black in wedge 
and stacked the 
trade. In high 
the bet is that canvas Cas- 


estab- 
are browns, 
heels for co-ed 


school and lower 
grades, 
uals will be good for several weeks 


more. 
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Lower Heels Appear in Guild Lines 


NEW YORK—Showings of eve- 
ning, holiday, resort or cruise, and 
early spring fashions by members 
of the Designers Shoe Guild drew 
marked attention once again to the 
importance of heels, lasts, colors 
and materials. 

Silhouettes still 


prevalence of 


pointed to the 
continuing pumps. 
Some, to be sure, had opened backs 
and had shanks, but 
these were very decidedly in the 
minority. A few strippings appeared 
also in collections of manufacturers 
known for their opened-up shoes. 


some open 


12/8 and 18/8 Heels—An inter- 
esting trend in heels appeared in a 
While 
and very slim was the general rule, 
one Guild member had made some 
12/8 heights; another had a 
slim 18/8. Rather startling was the 
12/8 stacked heel on a black satin 
shoe. These heels all were used in the 


few showrooms. very high 


very 


evening groups. 
In lasts the trend was all to the 
very elongated and pointed toe. In- 
most times in fall lines, 
being through to 


Spring as a proven success. 


troduced 


it was carried 


Glamour for Evening Evening 
shoes showed a great deal of glam- 


our in both materials and treat- 
ments. There were brocades, gold 
lamé, gold moiré, gold and silver 
with a neutral dyeable thread, and 
gold snakeskin. Satins were shown 
in bright black 
and dyeable white manufac- 
turer featuring 
and dark colors were also very much 
liked. Black crepe was trimmed with 


colors as well as 
One 
satin, 


was blonde 


jet or colored stones. 
An sequin 
glamorous. A material 
the effect of sharkskin was shown. 
Monotone silk prints in black and 


all-over trim was 


nylon with 


navy were among the quietly ele- 


gant materials. 


Lighter, Brighter Colors—Colors 
were, of 
White 
appeared as an all-over color in 
leathers and fabrics. There 
white pig, ostrich and lizard shoes 


in resort collections 


course, lighter and brighter 
were 


as well as white in smooth leathers 

Color trimmed white shoes. Here 
deepened pastels, Mexican shades, 
tan and black patent leather were 
all used. One manufacturer 
cially liked white 
brighter-than-navy blue. Silk prints 
in deep colors and Calcutta lizards in 


shown. Dark 


espe 


red, and a 


bright colors were 


shantungs looked new. 


600 Lines Due at Miami Beach Showing 


MIAMI BEACH, FLA.—The third 
annual Miami Beach Shoe Show, 
Sept. 25 to 28, will far outstrip the 
other two in buyer and exhibitor at- 
tendance. Jack Rauch of Pan Ameri- 
Modes, the show’s president, 
said 425 exhibit rooms on 11 floors 
of the Hotel will 


between 600 and 700 lines. 


can 


Deauville house 
Eight hundred retailers and buy- 
ers have booked sleeping accom- 
modations through the show office, 
and Mr. Rauch said this group rep- 
resents practically every state and 
even the Philippines. Buyers mak- 
ing their arrangements 
expected to swell this total. 


own are 


All but one of the Designers Shoe 
Guild’s 19 member firms will exhibit 
as a group on one floor of 
Deauville. 
will include a 


Special events 


the 


for 
repre- 


complimentary breakfast re- 
tailers and manufacturers’ 
sentatives, Monday, Sept. 26, at 8&8 
a.m., and a 
the following day at 7:30 p.m. for 
retailers, travelers and executives, 
and their Marshall Mantler, 
executive the National 
Assn. of Women’s Children’s 
Apparel Salesmen, will address the 
breakfast. 

Also scheduled is a general meet- 
ing of show members, Saturday, 
Sept. 24, at 1 p.m., to elect officers 
and directors for 1961. 
Mr. 


and 


banquet-dinner dance 


wives. 
director of 


and 


According to Rauch, the 
Deauville Hotel the nearby 
Carillon Hotel already are booked 
to capacity. But he said the show 
office at 350 Lincoln Rd., Miami 
Beach, is able to direct buyers to 
other hotels in the vicinity. 


Guild Firms to Exhibit 
\s a Group at NSF 


NEW YORK—For the first 
the Designers Shoe Guild (formerly 
the Guild of Better Shoe Manufac- 
turers) will exhibit as a group at 
the National Shoe Fair in Chicago 
Oct. 23-26 

John J. 
and head of 


time, 


Jerro, Guild 
Jerro Bros., 
member firms will display on 
25th floor of the 

Conrad Hilton Ho- 

tel. A 
will direct visitors 
to the than 


20 display 


president 
said 
the 


Inc - 


receptionist 


more 
rooms 


Sought Fair's 
“Prestige” At 
cording to Mr. Jer 
Guild 
which conducts its 


ro, the 


own spring show 

JOHN J. JERRO 
earlier entered 
the Shoe Fair “because of the inte 


national and importance 
of this industry event 


“The Guild 


line in creative talent and prestige 


prestige 


comprises the front 
footwear fashion lines in America,” 
Mr. “Our 
lieve products of 
should 


wider industry exposure and inte 


members be 


this 


said, 
the 
leadership 


Jerro 
that 
creative have 
recognition.” 
has 19 


high-fashion, 


national 
The Guild 
specializing in 


member firms 
higch 
grade footwear of exclusive design 
The group 
a national advertising program in 


has recently launched 


major consumer magazines 


Exhibitors Listed—Program and 
exhibit arrangements for the Guild 
at the Shoe Fair have 
the supervision of Herbert Levine, 
of Herbert Levine, Inc 
The majority of Guild 
will exhibit. They include D’Antonio 
Shoe Corp., Di 
Erica Shoes, 


been under 


members 


Inc 
An- 


Jerro 


Parigi Shoes, 
Inc., Evins, 
Geller Shoe Mfg 

Bros., Ine., Julianelli, 

Jerrold, I. Miller & Sons Co., 

zio, Inc., Palter De Liso, Inc 
Wolsam, Ltd. 


It is expected that several of the 


Inc., 
Co., 
Margaret- 
Paliz- 


and 


drew 


remaining Guild member firms will 
be added to the exhibiting group. 
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Rossi to Talk at Canadian 
Show; Public to See Styles 

MONTREAL — More exhibitors 
than before have taken 
at the Canadian Shoe and Leather 
Fair, Oct. 2 to 5 at the Sheraton- 
Mt. Royal Hotel. Already 240 sample 
rooms have been assigned. 

William A. Rossi, field editor of 
BooT AND SHOE RECORDER, will speak 
industry breakfast Monday, 
Oct. 3. He will discuss problems of 
promotion, merchandising and dis- 
tribution of the independents, family 
and specialty shoe stores. 

For the first time, the publie will 
to view a 


ever space 


at an 


be invited (by retailers) 
feature of the fair—a fashion show 
of fall and winter shoes, sponsored 
by the Assn. of Canadian Couturiers 
and the Canadian Shoe Information 
Bureau, Oct. 4. lona Monahan, shoe 
fashion coordinator for the Coutur- 
iers, will be commentator, and Eliza- 
beth director of the 
Canadian Shoe Information Bureau, 
will discuss the spring outlook and 


Hammond, 


shoe trends. 
There will be a leather style clinic 
Oct Oct. 3. 


2 and a retailer clinic 


MASTA Show Set Nov. 6-8 
PHILADELPHIA The MASTA 
Spring Shoe Show will be held Sun- 
day through Tuesday, Nov. 6 to 8, 
Benjamin Franklin Hotel 
here, according to an announcement 
by the Middle Atlantic Shoe Travel- 
Assn. Martin 
tion president and a sales represen- 
Adams Inc., 


in the 


ers’ Stein, associa- 


Bros., said 
and 60 lines are ex- 
exhibit. At the last 
MASTA show in April, there were 
58 exhibitors. 


tative for 
between 50 


pected to 


OUR PRICES 
PRODUCE 


FAST SALES 
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NSF Retail Parley to Air Industry Changes 


CHICAGO—“Changes Are 
Challenging Shoe To- 
day,” including self-service and 
self-selection, will be the theme of 
the third annual Shoe Retailers 
Conference at the National Shoe 
Fair. 

The conference, sponsored by 
the National Shoe Retailers Assn., 
will be held Sunday, Oct. 23, in the 
grand ballroom of the Conrad Hilton 
Hotel here. The four-hour meet- 
ing will start at noon and will in- 
clude luncheon. Taking part will 
be a dozen retailing specialists. 
The keynote 


Influencing the 
Today,” 


That 


Susiness 


Speakers Listed 
address, “Changes 
of Shoe 
will be given by Marcus Rice, 


Course Business 
mer- 
chandise manager of shoes and ac- 
cessories at Famous-Barr Co., St. 
Louis. 

retailer panel will take 
Inside Look at Self-Service 
Self-Selection in Shoe 
Today.” Moderator will be 
Louis E. Tuffly of Krupp & Tuffly, 


Houston. 


Then a 
“An 
and Busi- 


hess 


independent 
Louis E. 
Store, 


Representing the 
side of retailing will be 
Walker, Walker's Shoe 
Waterloo, Iowa; Irving Brown, 
Coward Shoe, Inc., New York, and 
Irving Miller, 
Angeles. They will pose questions to 


Grossmann, I. Los 
three volume retailers who operate 
both regular and self-service stores. 
The latter group will include Al- 
bert Ostrov, president of Louis Os- 
trov Shoe Co., Akron, O.; 
Kay, executive vice-president of 
Morton's Shoe Stores, Inc., Boston, 
third member 


Oscar 


and a yet to be 


named. 


“Meeting Competition” — A sec- 
ond session will deal with “Meeting 
Today’s Competition.” Talking on 
“How to Merchandise Shoe Fash- 
ion” will be Z. Albert Joseph, Jo- 
seph Salon Shoes, Chicago. Sher- 
man Hinkebein of Baynham Shoe 
Co., Evansville, Ind., will discuss 
“How to Make the Most Out of Pro- 
motions,” and William Scheft, pres- 
ident of H. Scheft Co., Boston, will 
speak on “Successful Shoe Business 
Through Internal Organization.” 

Still another conference feature 
will be “A Fashion Evaluation of 
Apparel and Shoes for Spring 1961” 
by Mrs. Thelma Hennessey, direc- 
tor of fashion and publications for 
NSRA. 

Tickets conference and 
luncheon are available (at $10) 
from the National Shoe Retailers 
Assn., 274 Madison Ave., New York. 


for the 


Shoe Women Executives 
Plans Shoe Fair Breakfast 

NEW YORK—Shoe Women Ex- 
ecutives will sponsor a_ breakfast 
and spring fashion presentation 
Tuesday, Oct. 25, in the Sheraton- 
Blackstone Hotel, Chicago, as a Na- 
tional Shoe Fair feature. Mrs. Faie 
J. Joyce, president, said the guest 
speaker will be a nationally known 
figure in the fashion world. 

Program chairman is Miss Kay 
Sleater, director of design and 
fashion for Foot Flairs and vice- 
president of Shoe Women Execu- 
tives. Co-chairman is Mrs. Mary 
3rouwer Hickman of Brouwer’s, 
Milwaukee. 


WOMEN’S & 
CHILDREN’S 
SHOES 
ABs 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





Retail Merchandising 





Outdoors It’s Easy to Attract the Crowd 


Pi 


7 


eenes| FW BOS 


” 


“ 


Freee 
ery 


» 


Schiff's of North Birmingham, Ala., moves its rocks and other fixtures outside to the parking 


lot for its outdoor sales. 


BIRMINGHAM, Schiff’s 
Family Shoes in North 
Birmingham occasionally turns it- 
self out and holds an out- 


ALA. 


suburban 


inside 
door sale. 
Occupying a corner site with its 
own parking lot, Schiff’s has plenty 
of room for the project. Hence, on 
the appointed day the management 
most of fixtures 
outside starts 


moves its and 
racks and 


business in the open. 


doing 


To create a carnival atmosphere, 
the firm employs a “rube” band for 
the Banjo and fiddle mu- 
sic, carried by a loudspeaker, can 
for blocks. For the chil- 
dren there’s a merry-go-round. 


occasion. 
be heard 


Advertising the event are a com- 


munity and a walking 


newspaper 

sign man. 
“Actually 

more advertising than 


much 
is provided 


we don’t need 
by simply moving the merchandise 


claims Manager Joe 
Smith. “That is an immediate sig- 
nal to the public that we’re offer- 
ing bargains. And the crowd be- 
gins to accumulate. Of course the 
music and the carnival atmosphere 
also attract customers. 


outside,” 


“It’s surprising,” observes Man- 
ager Smith, “how many people are 
timid about 


and walking 


turning a doorknob 
inside a store, but 
who, when the merchandise is out- 
side, will browse around to their 
heart’s content. And they usually 


70 


Experience shows that shoppers gather quickly 


find something they like.” 
Mr. Smith 
vice but keeps enough salespeople 


encourages self-ser- 
on hand to assist with fitting 
“We find that the 
of shoes and summer footwear sell 
best at these outdoor Mr 
Smith reports. Schiff’s finds it can 
hold the outdoor sales during eight 


informal type 


sales,” 


months of the year. 

“I have often thought,” says Mr. 
Smith, “that a 
cially in a suburban location, 


shoe store, espe- 
could 
do more business if it could just 
knock down the four 


erate out in the open 


walls and op- 
Since this is 
itdoor sales 


not possible, occasional o 


are the next best thing. In our case 


they’ve proved quite successful 


David Kay Division Plans 
20 Stores in New England 

BINGHAMTON, N. Y. 
R. Koplan has been named general 
manager of a new Da- 
vid Kay Shoe Co., Inc., which will 
New Eng- 
name of Bert's 


Samuel 


division of 


about 20 stores in 


the 


open 
land under 
Shoes. 

Mr. Koplan, of Quincy, 
president of Royal Quality 
The Kay firm, an affiliate of Inter- 

Shoe Co., 
shoe departments in 
states and also two shoe stores. 

The first Bert’s store opened in 
Woburn, Mass., in August. 


Mass., is 
Shoes. 


operates 23 


six 


national 


leased 


NSI Committee Decides 
Men’s Theme for ’6l: 
‘The Trim Slim Shoe’ 


NEW YORK—“The Trim Slim 
Shoe” will be the National Shoe In- 
stitute’s fashion promotion theme in 
men's footwear for spring and sum- 
1961. 

The tapered-toe, “Trim Slim Shoe” 


issue of 


mer 


will be featured in a spring 
Esquire. It will be given featured 
billing at NSI's Week 
ing for visiting editors in January, 
and it will be highlighted in the In 
stitute’s shoe supplement to be 


Press show- 


sent 
to newspapers in early spring 
of the theme 
announced by George B. Hes 
man of NSI’s Men's Promotion 
pop 
of tapered toes and slimmer lines in 


Mr. Hess 


shoe silhouette has a logical rel 


Choice spring was 


s, chair 
(Com- 


mittee. Citing increased larity 


footwear. said the new 


ation 


ship to the current vogue men’s 


clothing—with its emphasis on nar 
rower trousers, natural shoulders 


and narrow lapels. 
design, these new 


omfort,” 


“In terms of 
complete 
“Thev a 


This means 


shoes represent 
Mr. Hess 
the foot 


we are designing bette 


said. 
that 


ing shoes, 


perfectly 


e+ 


beautiful shoes trimmer 


more 


shoes.” 


Fitting Workshop to Seek 

Organizations’ Support 
PHILADELPHIA 

port from both national and _ local 


groups will be 
sponsors of the Presi rip 


In re ised sup 
trade and union 
80 ight by 
tion Shoe Fitting Workshop Course 
given annually at Temple University 


here. An advisory committee which 
met last month considered the possi 
bility of initiating full or 


scholarships. 


. | 
partial 


The 1961 workshop was tentative 
ly scheduled for May 14 and 15. The 
past eight courses have been offered 
under sponsorship of the Specialized 
the university, 


Services Division of 


with merchants and salespeople at- 
tending from all over the U. S. Next 
year’s course will be basically the 
same as this year’s, it was decided 
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Wider Coverage Due 
For PPSSA Reports 


NEW YORK—The Popular Price 
Shoe Show of America is making its 
Fashion 
able to a wider audience. 

Until the fashion 
were sent only to members of the 
Nationa! Assn. of Shoe Chain Stores 
New Shoe and 
ASS8n., of the 
Under the ex- 
panded PPSSA 
are being offered to all exhibitors 
at last May’ 


who registered 


well known Service avail- 


now reports 


and the 
Leathe) 


semi 


England 
co-sponsors 
annual shows 
program, reports 
s show and to retailers 
at that 


operate 10 or more departments 


show and 
who 


or stores 


Retailers and man- 
of 
reports 
key 
chil- 


Mailed Free 
have a choice 
1! PPSSA fashion 


with 


ufacturers re- 
ceiving a 
or just those dealing 
women’s, or 


The 


between 


trends in men’s, 


footwear will 
free and 


showing, Nov. 27 through 


dren’ 
he 


the 


De l 


repo ts 
mailed now 
next 

ided 


Fashion 


exclusively 


the 


gs will be 


in Service 
pre- 
European reports and 
trend 
card fo. 
r 1961; PPSSA 
*¢ for 


children’s 


es; advance reports 
and 


Style 


, 
color 


spring 
Shoe 
men’s, 


ee reports wo- 


and 


men's categories; 


“flash reports” of important devel- 


opments in retail selling, leathers, 
and the like; and the PPSSA 


Forecast for 


fabri . 
Fashi 


mer 


spring-sum- 


The 
exper ted 


Patterns” 
showing is 


“Changing 
PPSSA 
draw n 
New Yorker and Sheraton-Atlantic 
Hotels, 


managers, 


next 
to 
ore than 8,000 buvers to the 


according to the show's co- 
Edward Atkins and Max- 
well Field. 

In 
+} 


he co-managers pointed to “chang- 


discussing the coming show, 


ing living habits and 


buying 


consumer 


patterns among a_ popula- 
tion expanding rapidly in both num- 
This 


said, will offer “tre- 


bers d spendable income.” 


situation, 


the 
mendous merchandising opportuni- 
ties” to the popular price market in 
1961. 

Mr 


there 


Atkins 
been 


of 


Mr. Field 
an 18-20 
traditional! 


and said 


has per cent 


upgrading popular 
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price shoe ranges reflecting a trend 
to higher quality in the mass mar- 
ket. 

“While the popular price shoe in- 
dustry is already outstanding in 
providing style to the mass mar- 
ket,” the co-managers “it is 
now making a concerted effort to 
meet growing consumer demand for 
through of 
materials shoemaking 


said, 


quality use improved 


and meth- 


ods.” 


® Robert Cherry's Sons, a shoe and 
apparel shop in the Germantown 
section of Philadelphia, ended 151 
years in business at the se ne loca- 
tion when it closed perma..ently at 
the of July. 
founded by a shoemaker named 
Robert Thomas. His book, 
started in 1811 and containing many 
Philadelphia names, has 
to the German- 
Historical Society. 


end Cherry’s was 


account 


famous 


been turned over 


town 


A [aRMA S: 


shoes built 


Style 6499 


VOTAN ‘‘Supersole 
Boys 3'/2-7; B, C, D, 


-it started with 


Moc-Toe Gored Chukker 
Black Grain with Bold Ornament 


Introducing the latest members of the 
ADAMS Family of Fine Shoes! Rugged 
to 


take “back-to-school” 


wear. Featuring the quality leathers 
and superb workmanship 

that have made 

ADAMS Shoes 
famous for over 
58 years! 


Style 6490 

5-Eyelet, plain toe 

Cordo Tie. Reverse welt 

VOTAN ‘'Supersole’’. Long counter 
Thomas heel. Ve Inside wedge 
Boys 312-7; B, C, D, E 


JACK and JILL” —the First Name in Children’s Shoes! 


ADAMS BROTHERS, INC. 


PITTSFIELD, 


NEW HAMPSHIRE 





Colorado Retailers Find: 


Experimental Mall a Hit with Shoe Shoppers 


LOVELAND, COLO.—Downtown 
shoe retailers in this little city of 
10,000 population (not counting 
tourists bound for the nearby moun- 
tains and Rocky Mountain National 
Park), are enthusiastic over Colo- 
rado’s first experimental downtown 
shopping mall. 

“My shoe business went up 5 per 
cent the first week we had it,” said 
Dale Huston of Huston’s Men’s 
Store in the heart of the mall on 
Loveland’s Fourth Street. Max 
Rodgers, manager of Brown’s Shoe 
Store and chairman of the retail 
merchants’ committee, that 
women’s and children’s busi- 
ness showed big gains. 

“Even my men’s shoe 
held up remarkably well, and I had 
thought possibly that the men 
wouldn't for the mall,” Mr. 
Mock’s Shoe Store, 
at the northwest corner of the mall, 
undergoing repairs, but this 
store also cooperated in the retail 
effort. 


said 


shoe 


business 


care 


Rodgers added. 


was 


Gains of 30% —Sales of some 
shops rose from 15 to 30 per cent, 
with visitors from throughout the 
country. 

“It’s very simple,” observed Mayor 
Bob Hipps, owner of an appliance 
store adjacent to Brown’s Shoe 
Store. “People like to shop in 
pleasant surroundings. That’s what 
we have given them here. And the 
whole thing hasn’t cost the city or 
the taxpayers a cent. Everything, 
including labor, has been contrib- 
uted by the merchants.” 

So successful was the experiment, 
planned originally for two weeks, 
that the mall extended for 
another two weeks. Before it can 
become permanent in the next few 
(if merchants have their 
way), they must first the 
problem of off-street parking. 


was 


years 
solve 


The mall, 
block in 
emplace- 


Trees and Flowers 
occupying the 
town, had three 
ments filled with various types of 


trees, flowers and shrubbery. The 


busiest 
central 


central emplacement contained a 
pool ringed by greenery. See-saws, 
swings and other playground equip- 
ment attracted children while their 
parents shopped. 

To give a further parklike ap- 
pearance, the street paving 
painted green, and parking meters 
were with foil 
topped with artificial flowers. 


was 


wrapped colored 


Two Years. Million Pairs 
DETROIT—The millionth pair of 
Ripple Soles has been sold in Aus- 
tralia, a little over two years after 
the soles were first introduced there, 
according to an announcement by 


Ripple Sole Corp. here. Ripple offi- 
their Australian 
Pty., Ltd., 


mented that “the passing of the one 


‘ials said licensee, 


Slazengers, had com- 
million mark is all the more signifi- 
the 


entire country is only around 9 mil- 


cant because the population of 
lion.” 


Some 5,000 Australian retailers 
will take part in a national Ripple 
Sole Shoe Week promotion Sept. 12- 
17. The hailed as 
the largest 


ever 


event is being 


retail shoe 


that 


promotion 


held in country 


SKORIMPEX- 
IMPORT AND EXPORT AGENCY 


74, 22 Lipca Street 
Lodz, Poland 


OFFERING 
HIGHEST QUALITY: 
ALL-RUBBER FOOTWEAR 


®@ Wellingtons 


® Halfboots 


@ Rubber work-boots 


® Galoshes (for women and children) 


© Snowboots (for women and children) 


TEXTILE-RUBBER FOOTWEAR 


® Tennis shoes 


® Basketball shoes 


P.O.B. 133 


Cable: Skorimpex—Lodz 


® Volleyball shoes 


® Ballerina sandals for women and children 


W rite for Full Information and Samples 
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Industry’s Share of the Dollar Dipped Again in °59, NESLA Finds 


BOSTON The shoe industry’s 
share of the consumer dollar, 
which increased slightly in 1958, 
resumed its long-term decline last 
year. 

Consumer spending for shoes 
amounted to only 1.07 per cent of 
total national income—down from 
1.1 per cent in 1958. In the last 10 
vears, share of 
sumer expenditures has dropped 
by 25 per cent. 


Consumer Expenditures for Shoes, 1949-59 


(Based on U. S. Department of Commerce data) 


tatio of Expenditures 
Values in Millions of Dollar 5 for Shoes to: 
Total 
National 


Income 


Tot al 
National 


Income 


Total Personal 
Consumption 
Expenditures 


Total Personal 
Consumption 
Expenditure x 


Consumer 

expenditures 
Year for Shoes 
10590 
1058 
1057 
1956 
1955 
1054 
1953 
1052 250 
1951 t15 
1950 , 298 


149 5.109 


282 
030 
827 285 
716 KO 
fll 256 
270 238 
200 


07%, 
10 
04 
07 
ov 
ON 
07 


i] 


$313 
203 


£23909 648 l 
O86 | 
O43 l 
S36 | 
206 | 
74 ‘ l 
l 
i 
l 
l 
l 


R35 
195 
164 

O17 

040 

025 

232 649 

219.774 

200 S05 279 
195 013 


241 
181,158 217 


367 
366 
to 
40 
sO1 
305 
202 


footwear's con- 


These figures were made public 

the New England Shoe and 
Leather Assn. after an analysis of 
data newly released by the U. S. 


573 
155 

3) 
87H 
HO0 


by 


$1 
j 
2 


Department of Commerce. 
‘, Chang 
Volume of Spending Rises—De- 1919-59 
spite its relative decline, consumer 
NESLA 
excellent 
and Their 


fact that, as noted, “shoes 


have 


economic history of our country, as 
all 


from the mild recession of 1957-58.” 


spending for shoes nevertheless 
1959. 


for 


high in business indicators recovered an value 


$4.3 


reached a_ record proven 


Americans spent billion continue so.” average 


footwear 


38 per cent more than in 
1949 

Commented NESLA 
“The record footwear sales volume 
was due, no doubt, to the fact that 
last best 


officials, 


vear was the year in the 


“An Excellent 
then, 


Value” Why, 
failed to main- 
the 


has footwear 


tain its relative position in 


economy? 


Part of the answer lies in the 


factory price in 1949 was $3.46. In 
1959 the $3.78, an in- 
crease of only 9.2 per cent. How- 
ever, this situation, NESLA points 
out, is partly due to differences in 
the types of shoes being produced. 


price was 


DDY 


nue 


Stock up on one of the fastest selling 
Quoddy Quality Moccasins in time for the 
winter demand for sheepskin. These hand- 
some one-piece true moccasins are made in 
our own factory of glove leather, lined 
with uniform coat clip sheepskin, and sport 
genuine Indian Tan Leather laces — the 


strongest made. 
Available in all size UODDY 
ranges —men, women . 

and children — with F N Moccasins 
and without soles. a he 
Write TODAY for illus- 


trated sheepskin price 
list. 
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fai J 
gtZporTLaND 3, MAINE 


Sheepskin for the Winter = 
WYRE) 


THE BIGGEST MARKET 
es 


CUSTOMER 


The best friend a shoe man ever 
had is that loyal and devoted “re- 
peat” customer. You don’t lure him 
with price, style, or gimmick shoes. 

He’s yours, for always, because you 

and you alone give him the comfort, 
the support, the fit, that’s only 
possible with a feature line. 


fsa % 


Foot-So-Port has conclusive 
proof of the extra profits you 
can enjoy with “repeat” Foot- 
So-Port customers. Here’s a 
complete line for men, wom- 
en and children, with not 
one, but many feature ad- 
vantages. Once a Foot-So- 
Port customer . . . always 
a Foot-So-Port customer. 
He's yours for the ask- 
ing. For shoe fitters in- 
terested in building 
prestige and profit. 

write 


$012 
TAN LUXOR CALF 


Twnsebe ck 


FOOT-5-PORT 
SHOES 


FOOT-SO-PORT SHOE co., Oconomowoc, Wis. 





Would YOU like to be able to | If Customers Can't Get to You 


FLT a SEL EVERY _ Take the Store to Them 
CUSTOMER WHEN Leo F. O'Leary, owner of Strol-A-Way Shoes, 


Inc., Franklin Park, N. J., found housewives were hav- 


who opens your door ? | ing trouble getting away from home to bring their 
° | children to his store, he decided to take the store to 
the home. The move resulted in increased sales and 


community goodw ill. 


It isn’t that Mr. O’Leary’s store is in a poor spot 
eee To the contrary, he’s located in a shopping center ad 


joining a 1,400-home development where there are an 


WITHOUT SPENDING average of three children to a house. The average in 
A DIME FOR INVENTORY! come in the community is $7,500 


Simply get and use the spectacularly 

mpressive DOUBLEWEAR SHOE Transportation Problems 

catalog with the largest variety of There is one problem. There is no bus transporta 
style, size and width combinations in tion in the development and most of the young married 
the industry . . . and you'll cut down ouples are one-car families. This means mothers and 
drastically in the number of lost their children are housebound except for the weekend 


sales ‘ 
and then, when a car is available, there is a danger of 


Without investing a dime, you can losing potential customers to other nearby stores 
offer the largest “shoe stock” in your Mr. O'Leary decided to go to the housewife wh 
town . . . fit and sell all comers couldn't bring her children to him during the week. He 
! 
even the hard-to-fit! Your customers, bought an old car. He painted it a splashy blue and 
| th the fi li . , 
a aa 4 st - orange and then put a sign on the roof advertising the 
uclity on uvorantee t of the : 
. ‘ 9 Ki store name, the telephone number and the at-home fit 
Doubleweor shoes, will stay your 
ting service. 

cusfomers. en 

The novelty service rated a page one story in the 


local newspaper. 


By Appointment Only 
Mr. O'Leary conducts his at-home service by ap 
pointment only. He drives to the houses in the morn 


Style No. 19— ing and late afternoon during the week. Either he or 
Bleck or Brown 
Retai stays at the store. No appointments are made for week 


his son, Barry, keep the appointments while the othe 
Insulated 
$18.95 nds 
When a customer telephones, Mr. O'Leary asks the 
ild’s age, weight and foot characteristics. He al 
the customer to read the shoe size from the 
hild is wearing 
The shoeman selects two larger sizes of shoes in tw: 
lifferent widths and in several styles. His traveling 
consists of shoes, measuring device, Visumeter, hee! 


ads, size card and several toy balloons 


na Your aa Keeps File Cards 
DOUBLEWEAR SHOE CO. Paes ey ; Mr. O'Leary keeps a file card for each customer or 


MINNEAPOLIS 8, MINNESOTA which he notes the shoe size and the date of purchase 


a bepiemmneepepienineeiens This not only helps him keep an accurate record for 


j COUBLEWEAR SHOE COMPANY the next sale, but also gives the customer a feeling of 
Write for at 315 E. Loke S#., Dept. 3 : 
aaiaes rie = ° P personal service. Since nearly every family has three 

“ Minneapolis 8, Minn. , ' , ' , 

the DOUBLE rr more children, repeat sales or multiple sales at 
WEAR SHOE Se ot once FREE CATALOG and complete informa ri 
CATALOG and 
sae i or we can reop extra profits with Doublewear shoes . 
a — The brightly-colored car is an eve-catcher. It brings 
tails rite 
NOW — don't nore calls and more sales. In the first six months the 


home are not unusual 


“a1 service resulted in five to ten more sales a week. But, 
tor beat you te 

this extraordi- most important, said Mr. O'Leary, “the appreciative 
nary ALL- 
PROFIT op 
portunity friends and neighbors, thus boosting good will that’s 


istomers become steady customers and tell thei 
important in our business.” 
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Make a Leather Tree 

HERE'S a 
leather—or 
leather 
the tree 


idea for promoting a new 
new Make leaves of the 
wire them to an artificial tree. Idea of 


can be copied at little or no cost using scrap 


dramatic 
even a color. 


and 


A piece of driftwood, scraps of leather and some wire can be com- 
bined to make o leather tree to dress up a window display of shoes. 


leather and is adaptable for either interior or store 
window display. 

Abdalla, a 
double and 


Wires 


tape. Sev- 


in this instance is Loewenstein’s 
calfskin 
glued back to back with a wire 
are then wound with regular florist corsage 
eral colors of the Abdalla were 
the colors of the footwear exhibited 
section of driftwood 
painted a dull gunmetal gray 
with gold paint. The 
plaster, which can be 
colored, for support and for 


Leather 


subtly grained Leaves are cut 


stem between. 
used, corresponding to 
The free-standing 
feet 

here 


tree is a about two high, 


and brushed and 


there tree is set in a saucer of 


covered with rocks, natural or 


camouflage of the base. 


Gift Shoes: Low-Cost Promotion 


FAFLIK Shoes, a Cleveland family shoe chain, gives 
away free shoes every week as a regular sales promo- 
tion. The firm gives away one pair of shoes in each of 
its six stores every week. 

The winners’ names are chosen at random from the 
telephone book and printed in the company’s regular 
weekly ad in a local newspaper. The ad listing is the 
only notification given the winners but they are usually 
at the store within two hours after the paper is out. 

“Our customers tell us,” says Fred Wildau, 
of the firm, “one of the first things they do when the 
paper comes out is search for our ad.” The ad always 
states the shoes won—usually the customer has a choice 
of any Buster Brown shoe. 

Mr. Wildau credits the success of this program on 
the regularity of his advertising. He advertises all 52 
weeks of the year. The overall cost of the promotion 
small only the 
cost of one pair of shoes in each store and the cost of 
one & in. ad split over six budgets. 

In addition, according to Mr. Wildau, “the offer of 
free shoes generally makes regular customers of the 
winning families.” The company has been using this 
promotion for the past two years. 


co-owner 


has been relatively since it includes 
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The complete line of | fst 52 


Ta eis anaad that everyday more 


SAYS rr and 


hd, ; 
and more !* *ys are recommending 


ae, 
Junior Arch Preserver yee to meet 


male 


° there is no } sco 


» 


their patients’ Rs 


why these shoes are recommended, 4 


Ta0)iem not only offers top quality 


and fit, but combines this with style 


and a complete line to meet every need. 


Beside Mlaulem's Regular Construction 


: , there's the Junior Arch Pre- 


server WedgeTred 7 - 4 additional 


\ 


support and prevention... Long 
/4 mild 
AK 

Inflare Last {dei 3) + 
WU 


Outflare 


Counter Thomas Heel 


2 


pronation... 

extreme pronation. . mild 
AR 

Last jgia\ 4 mild pigeon toe... 

Outflare Last Ax) a) 4 extreme varus 

ALL) 

. Straight Last /Mjmi and also with 


WY 


and 4 varied R needs... 
6: 
Surgical Boot 


Nii 
ii 4 braces... Pre- 


Walkers th ” Ot}. congenital 


disorders. As U can 4 


| 


rae 's R 


Stiion 
ARCH PRESERVER 
S04 by 


makes a shoe to fill every 


requirements. 


For more details 
plus free booklet 
on prescription fitting 
write today to 


MEDIC 


SHOE MANUFACTURERS, Inc. 
1212 WOOD ST. 
PHILADELPHIA 7, PA. 





e Retail Openings 


May-D&F Creates 


Combined men's, women's 


n new May-D&F Westland store near Denver 


and children's shoe departments 


offord easy flow of traffic 
Hundreds of pairs are on open display 


Full daylight illumination is provided by oriental cage-type light fixtures and ceiling 
fluorescents in Fontius Shoe Co.'s newest store at Westland Center. The lighting is designed 


to aid customers in fingertip 


COMBINED like a family 
the men’s, women’s 
children’s footwear departments in 
May-D&F’s $3.5 million branch store 
in Westland Shopping Center, 
of Denver. 

More than 5,000 persons attended 
the opening of the $8.5 million proj- 
ect—metropolitan Denver’s newest 
major shopping center—in suburban 
Lakewood. The center was built by 


shoe 


store are and 


west 
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selection from open disploys. 


the May Department Stores Co., and 
three-floor the 
dominant structure. 

There are 21 major 
tenants, including a Fontius Shoe Co. 
family store, a Baker's unit 
Thom McAn family unit. 


its own branch is 


other retail 
and a 
Open Display—At the May-D&F 


store, open dividers permitting open 
displays of hundreds of pairs sepa- 


Shoe Store Within a Store 


chil- 
the 
salespeople 
the 
on 


men's, women’s and 
departments 
The 
interchangeably 
Walk-in windows 
adjoining a_ large 


area and children’s playground, af 


the 
dren's 


rate 
shoe on 


main floor. nine 
three 
the 


parking 


work in 


areas, 


west, 


ford more open displays of shoes 
coordinated with handbags, hosier) 
and other apparel. 

Marking the women's department 
is a delicately wrought lighted sign 
suspended over the “promotion bar” 

an open, divided and movable dis- 
and 
Women's 


olumbine blue 


play case for slippers, bags, 


and sales items 


easonal 
fitting chairs in ( 
daffodi 


alternate in 


are 


and vellow Bright color 


the children’s fitting 


chairs, while the men's section is 


set off by 


trance and 


a shuttered stockroom e1 
large, deep shadow boxes 
The 


broad 


Thousand Pairs 


Ww el] 


Twenty 


lighted, 
from each of 


There 


ius entrances 

shoe departments 
space for 
Man 
ifford 


with May 


three as 


20 000 pairs 


iging the shoe departments 


who has 


the laat 


Samples, been 


D&F for 


children's 


is G 
10 years, 
shoe buver at 

the downtown store 
. > >. 


Fontius H estland Store 
frea 


Westland 


Denver 


Is No. 6 in Denver 
FONTIUS 
sixth 


Shoe Co.'s 
of a 


corner of 


unit area 


the 


store, 
group, 
mall directly from 
the May-D&F 
branch 

of functional 
Richard L. Crother, 
design 
matte white tile panels alternating 


stands on a 


one en 


The 


new 


aCTOSS 
trance of store. 
Fontius illustrates a 
concept beauty. 

architect and 
interior specialist, used 
with gold and yellow as an effective 
contrast to the 
trance. Windows running from ceil- 
ing to sidewalk give a full view of 


the inside and its open displays of 


natural slate en- 


footwear. 

The 
handbag displays are designed for 
In the rear of the 
store is a planted tree whose live 
branches have vinyl plastic foliage 
that stays fresh and green. White 


store’s shoe, hosiery and 


easy selection. 
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grass paper on two walls contrasts 
with bright orange-ochre panels op- 
posite. Celedon green, mustard gold 
ind muted browns are combined in 
striking effects in the fixtures and 
chairs. 

Fontius Shoe 
tionally known lines in all its stores 
in the Operating the 
company are Harry E. Fontius, son 
of the founder, and his 
Harry, Jr. Charles E. Whalen man- 
ages the new Westland unit. 


Co. carries 26 na- 
Denver area. 


own son, 


7 * o 

Shoppers at Baker's Opening 
‘Bombed’ by Gift Certificates 

NOVEL gimmick for the opening 
of Baker's fourth store in the Den- 
ver area, at the new Westland Shop- 
ping Center, was the bursting of a 
balloon loaded with gift certificates. 
The certificates floated down over 
attending the 
opening. 
were entitled to free pairs of shoes 


the crowds center's 


six-day formal Finders 
ut Baker's 
The 


the architectural 


was built to tie in with 
concept of the 
of the 


. with a suburban atmosphere. 


store 
center: a design symphony 
West 
Shoes are on display in two L-shaped 
at the 


of glass Is offset by 


Some 8&5 ft. 
Roman brick, 


while the store facade is of mosaic 


windows front. 


4% 
iit 


Store Noris Ficklin 


manager 18 


New Thom McAn Displays 
Several Hundred Styles 


THE Westland unit of 
Thom McAn is the chain's seventh 
in Colorado. On display are several 
hundred styles for the family, mak- 


Center 


ing self-selection easy. 

The store interior is divided into 
three shopping areas. Walls in the 
juvenile department decorated 
from juvenile fic- 


are 
with characters 
tion. The women’s section is done 
in pink, yellow, blue and chartreuse, 
and the men’s department is set off 
by bamboo yellow walls with cop- 
per red fitting chairs. 

A feature at the store is the new 
of Mr. Thom Designer 
Fashion shoes, exhibited in 
displays so that 
make tentative 
being seated for fitting. 


collection 
open 
may 
before 


customers 
selections 


Manuel Garcia is manager. 
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Endicott Johnson Chain 
Expands in Three States 
FURTHER expansion of Endicott 


Johnson Shoe Co. Stores, one of five 


Endicott 
underway. 
stores in 


retail chains operated by 
Johnson 
chain is 


Corp., is 
opening 


Beachwood, N. J., and the Crest 
Plaza Shopping Center, Allentown, 
Pa. 


In addition the company is open- 


ing a downtown store in Port Jer- 


The 
the 
Beachwood Plaza Shopping Center, 


vis, N. Y., replacing a smaller unit 
which closed in August. 

W. Douglas Feeck, director of 
EJ’s retail group, the stores 
will feature “the very latest mer- 
chandising and customer service 
techniques developed as a result of 
our marketing program.” All 
will be air-conditioned, and all will 


said 


own 
be “semi-self-selection.” 
e — — 


Merit Shoe Co., another Endicott 


(CONTINUED ON NEXT PAGE 


Finest Value in 
Professional Shoes today 
NEW! 

(first aides 


ed 


by WILBUR COON 


Priced right to SELL and 
to give you a GOOD PROFIT, TOO! 


ONLY $5.60 to $7.25 


Your hard-to-fit customers will be thrilled to know that every special 
comfort feature she requires — including superb fit — may be had in 


“FIRST AIDES” . . 
costs (not quality) . . 


. at no EXTRA COST! Thanks to cutting production 
. every professional woman may now walk in 


blissful Wilbur Coon comfort for the price of an ordinary casual! Choice 


of six attractive in-stock styles . . . 


ALL WITH THESE IMPORTANT EXTRA COMFORT FEATURES: 


LONG INSIDE COUNTER 
VENTI-MESH® — exclusive ‘‘air-cooler”’ 
MOULDED LEATHER “COOKIE” 
CUSHION BOTTOM FILLER 

SUPER SHANKS 

ANCHOR EYELET 


Send for catalog and Sales Aids 


‘WILBUR COON SHOES ssc" 


... TODAY! 


BATAVIA, N.Y. 
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moved into 
lowa last month with the opening 
of a Mason City unit. Other new 
Danville, Va., and 
All three units, part 
of a 160, are 
popular-price family stores. Mean- 
while, another EJ chain, the Brown- 
ell Shoe Co., has 
ft. family 


Johnson subsidiary, 


stores are in 
Shelby, N. C. 


chain of more than 


opened a 3,000-sq.- 
the 
Center, 


store in 
Shopping 


shoe new 
Valley 


Pa. 


Lebanon 
Palmyra, 


Chandler's new salon in Chicago's 


Loop, designed as “a huge show 


window 


with an imposing 50-ft.- 


wide, facade, opened in 
mid-August at 27-29 N. State St. It 
eplaces a salon at 133 S. State St., 
Each of Edison 


divisions will be 


two-story 


opened in 1948. 


Brothers’ three 
represented on State Street, one of 
the world’s most famous shopping 
Baker's 


Chandler's 


areas. A store will move 
previous location, 
occupy the 
Managing 


Vincent 


Burt’s unit will 
former Baker’s 
Chandler’s 
Rocco, who transferred from down- 


oan 


store. 


the 


salon is 


town Francisco 


FROM BASIC 


TO HIGHLY 
SPECIALIZED 


e About Shoe People 


FAMILIAR FACES: Cliff Good- 
man, who started his with 
the Baker’s chain in 1946 in an Or- 
lando, Fla., unit, has returned to the 
same the 
meantime he worked for Baker's in 
Knoxville, Miami Mobile 
Frank L. Davis returned to 
Thom McAn’s Malden, Mass., 
as manager. It’s the same store he 
headed ago. Most 


recently, he was at a Lynn unit 


career 


store as manager. In 
and 
has 
store 


about a decade 


. . +. 
RETAIL APPOINTMENTS: Rich- 
ard Doran from wo 


men’s casual buyer to buyer of wo 


has switched 


Bullock's 
Los 
Fred Slatten, 
who has become a shoe traveler 

A. J. Catanzano 
general 
Antonio, Tex., 


better footwear at 


men’s 


downtown department store in 


Angeles, suc ceeding 


has been named 


manager of Russell's, San 
specialty store, after 
as associate buyer of all 


Dallas 


resigned as 


five vears 


shoes at Sanger Bros., 


Donald E. Ellis 


of Davids shoe 


has 
manager depart- 


ment, Binghamton, N. Y., to be- 


SABEL'S 


Sabel features a complete line of men’s 


FOOTWEAR 
* 


and boy’s shoes built on scientifically 
designed lasts, drafted to fit the foot 
shape without restriction . . 
counters, tempered steel shanks and full 


. with long 


Thomas heels. 


THE MOST 


Sabel also features a lace to toe surgical 
boot for men and boys 


for post- 


operative cases where a full heel to toe 


COMPLETE 


adjustment is required .. . for brace or 
special corrective work. 


And Sabel carries these shoes in-stock. 


J 4) fom) fo) 3 
PROGRAM 


No long waits. . 


. no delays. 


As a Sabel dealer, you offer the most 
complete line. . 


. the original line with 


over 35 years experience in prescribed 


IN THE 
ORTHOPEDIC 
FIELD 


shoe fitting. 


Manufactured exclusively by 


C. H. ALDEN SHOE CO., Brockton, Mass. 


For further information, write 


1. SABEL, Inc., 1207 Chestnut St., Philadelphia, Penn. 


the Bennett & 
Auburn, N. Y. 
the 


come manager of 
store, 


Co. 


Davids, 


Tracy shoe 
Ruth 


ment in 


Shoe leases depart- 
a women’s special- 
tv store 
. ° ° 
AND THEN THE ENGINE 
STOPPED: Nine of De- 
troit’s Ripple Sole Shoe Week Com 


rined Ripple Sole rp. ex 


members 


on a cruise on 
lay recently. ( 
Hack” was Ripple Sole 
Leonard Hack, 

im the com 
Morton Hack 
All went we l] 
] h st 1 he i 


Vessel ‘ 


gine 


aptaining 
president, 


pany s 


and John F. 
Mac Namara. 


ing port 
afely William 
Budny, Steven J. Jay, Samuel Plot- 
ler, George Jaglowicz, Les Winkler, 
James Houk, Harry Rosenfeld and 
Dixon and Walter Magee of 
Wilkes-Barre, Pa 


(ruy 
hasy Walke I 


MEN’S 


SURGICAL 


OVER 
1300 
AGENCIES 
Coast to Coast 
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e Deaths 


Salvatore Ferragamo, 
Shoemaker for Queens 


FLORENCE, 
Ferragamo, 
and creator of 


ITALY 


renowned 


Salvatore 
62, designer 
handmade, high- 
died Aug. 7 at his 
Italy’s west 


fashion shoes, 
villa on 
In 50 shoemaking he 


footwear for queens 


coast. 
years of 
made and prin- 


esses, society Wwo- 
and actresses. 
Eleventh of the 14 
hildren of 4 


farmer, he 


men 


a poor 
was | 
Bonito, a 
ittle hilltop vil- 
lage near Naples. 
A sth century 
Florentine 
worth 


born in 


palace, 
$175,000 
bought it, 
workshop 
died 


early 


when he 


was his 


S$. FERRAGAMO 
when he 
childhood 
Ferragamo dreamed 
shoemaker, 


From 
of becoming a 
although this was then 
kind of occu- 


finally 


onsidered the lowest 


mation. Parental opposition 
I PI 


overcome, he was apprenticed to the 
was 13. At 


the 


} 


local shoemaker when he 
16 he joined 
United States. 


his brothers in 
Successful in producing machine- 
made found his real satis- 


foot- 


shoes, he 
faction in creating handmade 
for the Hollywood He 
returned to Italy in 1927 where he 
could devote his entire energies and 
talents to handmade shoes. By 1956 
he had three factories in Florence 
and he was producing 60,000 pairs 
annually. 

From the perfect fit 
was his first He studied 
anatomy at UCLA to understand the 
structure and function of feet. 
“Fashion can come only after the 
last and the fit have been perfected,” 
he was quoted as saying. His auto- 
biography, “Shoemaker of Dreams,”’ 
told of his search for perfect fit. Mr. 
gained the Neiman- 
Award for “distinguished 
in the field of fashion.” 
interest to 


wear stars. 


beginning, 
objective. 


Ferragamo 
Marcus 
service 

Of the 
news that Ferragamo shoes will now 
be sold at Saks Fifth Avenue 
in New York, Detroit and 
Beverly Hills. San Francisco has had 
them since last November. 


Americans is 


stores 


Chicago, 


September |, 1960 


Salvatore 


JAMES J. CAULFIELD, SR., 64, 
vice-president of the Howes Leath- 
er Co., died Aug. 13 after a 
short illness. He had been 
manager for the Irving Tanning Co. 
joining 


Boston, 
sales 


before Howes. 


MRS. MARY E. GERBERICH, 87, 
widow of Enos S. Gerberich, a part- 
ner in the Gerberich-Payne Shoe Co., 
Mount Pa., 
manufacturers, died 


children’s shoe 
Aug. 11 in a 
Among her survi- 
Clyde E. 


present owners of the 


Joy, 
local hospital. 
two 
the 


vors are and 
Grant D., 


firm. 


sons, 


in 
stock 
for 
immediate 
delivery 


Laurence F. Whittemore, 
Retired Head of Brown Co. 
PEMBROKE, N. H.— 
Whittemore, 66, president and later 
board chairman of the 
Berlin, N. H., 
and 


Laurence F. 


Brown Co., 
producer of inner- 
other pulp and 
died Aug. 10 of 


had his 


soles paper 


products, cancer 


Illness forced tirement 
last June. 

A colorful New England industrial- 
ist, Mr. Whittemore devoted 
self to promoting his native 
title “Mr. New 


him- 
region. 
He gained the En- 


gland.” 





SPRING-KNIT 


LEOTARDS 


$2.25; 
$2.50. Standard Knit, 
Siz 2-14 and 2 $1.90. 
Helanca Leotards: Child's, $2.00; 
Adult's, $2.25. Helanca Tights, 
$2.35. 


Leotards: 


(hearicals 


by BERNED 


BERNED SHOE CO. 
Manufacturers — Distributors 


207 ESSEX ST., BOSTON 11, MASS. 





e Financial 


Edison Bros.’ Profits 
Rose 6.7% in Ist Half 


LOUIS Edison 
Inc., net earnings reached a 
total of $ for the 
first six months of 1960 as against 
$2,088,661 for the first half of last 
This is an increase of 6.7 per 


ST Brothers 
Stores, 


record 


year 


+ 


en 


Harry Edison, board chairman, 


and Irving Edison, president, said 
net earnings amounted to $2.29 per 
share compared with $2.14 per share 
in the first half of 1959. 

The Edison 
net sales for the first six months of 


1960 as $63,607,140, an 


financial report gives 
increase of 
9.06 per cent over net sales for the 
corresponding period of last 
“Favorable 
expected to 
said. “An 


ir during the 


year. 


operating results are 
the 
inprecedented expansion 


last half of this 


continue,” report 
will occ 
vear.”’ 

The 
stores and eight leased women’s shoe 


Six of these depart- 


schedule calls for 35 new 
departments. 
+ nt ‘ - ak , ~ le + y 

ments were taken over last month in 
the 


Department Stores, 


Burdine’s division of Federated 
Inc. Of the 35 
new stores, 31 will be in planned 
shopping centers. 

On the basis of leases already con- 
cluded, 40 or 


be opened during 1961. 


more new stores will 


Allied Kid Sales, Profits 
Declined in Fiscal 1960 
BOSTON — Allied Kid Co. 


ported declines in sales and profits 
30. 


re- 


for the fiscal year ended June 
The company blamed severe price 
the hide skin 
markets, and “inventory conscious- 
throughout the industry. 

In fiscal 1960 Allied earned $649,- 
477, or $1.34 a share, compared with 
$881,074, or $1.82 per share, in the 
previous year. fell to $29,- 
235,460 from $30,907,676. (Results 
for fiscal ’60 include sales and earn- 
ings of Phillips-Premier Corp., 
maker and distributor of coated 
fabrics and synthetic materials, 
starting May 1. Phillips-Premier 
was merged with Allied Kid on that 
day.) 


In interpreting 


fluctuations in and 


I ess” 


Sales 


the sales and 


profits figures, Benjamin Simons, 
chairman of Allied, and Joseph T. 
McCauley, 
year and a half was a trying period 
for the leather industry. They re- 
that hide prices, after 
maining steady for 
“suddenly exploded in March, 1959, 
to raise the level by 150 
from the 1958.” 

followed, 
by an 


president, said the past 


called re- 


several years, 
per cent 
This 
executives said, 
At the 


were ata 


low of was 
the 
uneven downtrend. 


1960, 


two 


end of June, hides 


“reasonable” level and considerably 
below the 1959 high 


Velville Net Up 12%, 
Sales Rise 119, for Half 


NEW YORK Melville 
Corp. chalked up an 11.7 


Shoe 
per ¢ ent 
12.1 


for 


increase in net sales and a per 
the 


com- 


cent gain in net earnings 
six months ended June 30, 
pared with the first half of 1959. 

The net total 


715,396 from $68,658,822 


rose to $76, 


Net earn 


ings increased to $3,197,435, or $1.04 


sales 


per common share, from $2,851,793. 
or 9le a common 

Turning to the half of 
1960, Ward Melville, the company’s 
chairman, and Robert C. Erb, presi- 
dent, “We 
tinuation of the 
both sales and earnings.” 

A Melville spokesman reported in 
mid-August that the company’s cur 
rent expansion called for 
the opening of 51 Thom McAn and 
Miles family stores in the 
ing 14 weeks. These stores will 
raise the total of Thom McAn, Miles 
and John Ward stores to 1,170. 


share. 


second 


said, anticipate a con 


upward trend in 


program 


follow- 


Amalgamated Shows a Loss 
WILMINGTON, DEL. Amalga- 
mated Leather Cos., Inc., reported a 
loss of $62,930 for the six months 
ended July 2, compared with a profit 
of $68,204 in the first half of 1959. 
J. F. Bishop, president, said goat- 
skin prices were “much higher” and 
shipments of leather did not cover 
increased costs during the first half. 
He said the company has increased 
its reserves by $75,000 to cover the 
the market 
valuation in inventories. 


difference between and 
“Lifo” 

“Inventories currently are of bet- 
ter quality skins and we estimate a 
fair margin of profit for the second 


half,”” Mr. Bishop added. 


What's New 


Chukka Boot for Scouts 


Chukko 
International 
line this fall. 
be a 
sole full 


styling mekes first appearance in 
Shoe Co.'s Official Boy Scout 
Official Scout Chukka Shoe 
storm welted boot with nuclear 
rubber heel. It be made in 
widths A-E, sizes 6'/)-12 and 1-6. Marketing 
the block, mellow-grained boot will be 
1ISCO's three general line divisions and also 
Winthrop and Hanan dealers 


will 





Pigskin Half-Wellington 
Boot Marketed by Nocona 
A HALF-WELLINGTON 


genuine pigskin leather has been put 
Nocona Boot Co 
according to Enid Jus 


boot of 
on the market by 
Nocona, Tex., 
tin, 


Named “The 


president 


Shoat,” the new 9-in 


“The Shoat” by Nocona 


boot 
company’s 


uses the same pigskin as the 
“The 


style. 


earlier pattern, 
Boar,” a 12-in. Wellington 
“The Shoat” is made with a regular 
shoe sole and heel or with Neoprene 
cork sole and heel. 

According to a Nocona spokesman, 
the 12-in. boot “has caught 
on rapidly.” 


‘Boar” 
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Manufacturing Report 





Milwaukee Producers 
Report Order Boost 


MILWAUKEE—Business is good. 
The entire tone of the industry from 
the footwear producer's standpoint 
has shown improvement in the past 
Most manufactur- 
ers report their volume figures are 
pulling ahead of last year. Several 


several months. 


plants report boosts to date of as 
much as 6-7 per cent. 

At a Peak 
at a high peak 


Plant 
Most 
scheduling some overtime to keep 
up 


, 1? < 
f fall mer 


production is 
factories are 
with the demand for shipments 
handise ; 
for 


continues bigger and brighter. The 


Demand men's slipon shoes 
style is expected to continue to be a 


very business 


important part of the 


for some time ahead 
Plant spokesmen now agree that 
1961 will see more interest in brown 
for men’s footwear than in any time 
Off 
the 


ount for a mounting share 


n the last decade. shades of 


brown, particularly Mossy 


tones, aci 
of the orders 


new coming in 


The trend to 
pointed 


Firmly Established 


narrower lasts and more 


es In becom- 


the 


shoes is also 


established 


men’s 
firmly among 


ocal 


producers, 
Work shoe volume also continues 
show 
New ty 


shoes 


encouraging improvement. 


pes of heavy duty semi-dress 
for 
buildup in 


are responsible an in- 


share of the 
shoe market 


creasing 


the work 


West Coast Manufacturers 
Report Good Fall Orders 
ANGELES 


manufacturers 


LOS Local shoe 
agreed that if 


it certainly is 


are 
business isn't quiet, 
There is a definite slow- 
The 


carefully in 


peaceful. 


down out here. consumer is 


buying more smaller 
quantities. 

Fall good. 
Local factories are working on fall 
and winter production and the bulk 


of the orders are in better quality, 


orders appear to be 


higher-priced footwear. Dress shoes 
in blacks, four or five shades of 
brown, and combination treatments 
are getting the play. Stylewise, the 
basics are the strong sellers. 
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No Single Theme 


NEW YORK Shoes 
through factories at the present 
time fall into two categories: the 
fall shoes for immediate delivery 
and the holiday and 
for delivery in the next six to eight 
weeks. It is still too early for the 
bulk of the fill-ins 
They are expected to 
within the next week or 


going 


resort shoes 


and reorders 
accelerate 
two, when 
the season gets into full swing. 
Buyers who were in town for the 
and event 
the Mid- 


Conference 


style meetings 
last week, 


Shoe 


many 
held 


Season 


during 
Fashion 

Week and the showings of the mem- 
of the Shoe Guild 
an opportunity to sample the 
of 


bers Designers 
had 
first 


shoes. 


lines resort and holiday 


No Single Theme— There isn’t an 
one theme that is being singled out 
Most manufacturers feel they have 


attractive and they are 
“mark of individ 
into their lines 


the 


shoes 
putting their own 
uality” . Whether 
it be in pattern, detailing, 
trim, heel or linings. The silhouette 
remains unchanged. 


a few highlights, 


yy e 5 
Children’s Makers 
LOUIS 
pace continues to be reported here. 

Children’s makers gen- 
uine confidence in the year’s totals. 


Here are quoted 


ST A diversified activity 


express 
They are beginning to see a decided 


upturn in their charts. 
Initial orders were 


pairage 
slug- 
gish in timing, but sound in volume. 
Now fill-ins started to come 
in from retail areas where the start 
of the new 
August. For 
ever, early 


received 
have 


school season is in 
the most part, how- 
school openings 
rural and producers here feel their 
figures will need considerably more 


are 


than the activity of smalltown re- 
tail if tabulations for 1960 
are to come up to expected in- 
creases over 1959. 


stores 


“Just Fair’—Units committed by 
retailers during the past four 
months are said to have run less 
than totals for the same months of 


1959 for area manufacturers. Fall 


in Resort Shoes 


by some of the 
women’s high grade shoes: 
ness looks promising but so far it 
active 


manufacturers of 
“Busi- 
too possibily 


hasn’t been 


because inventories at retail are 
heavy. It is too early to tell what 
the retailers’ reaction wil] be. Our 
men are on the road with the first 
the 
sending in are satisfactory, 
ahead of the 
We 


fabrics.” 


samples and orders they are 


albeit 
not same period last 


vear. good action on 


textured 


expect 


Fabric Interest——-Another manu- 
facturer reported: “We are finishing 
late fall orders—mostly in kid 
and calf. For holiday 
wear we are doing some interesting 


up 
resort and 


things with fabrics de soie 
and others 
A few triple needle shoes have been 
delivered to the and 


have to wait for the customers’ 


peau 
on triple needle lasts. 
stores we'll 
re- 
interest in colo1 


action. There is 


brights and pale neutrals. 
Women will get a variety to choose 
from in the 

“Orders are starting to come in 
for patterns and 


rials,” third manufacturer. 


coming months.” 


new new mate- 


said a 


See Pa rage Gains 


road trips were reported to be “just 
fair,” 
faring slightly better. Some factor- 
indicate that they are crying 
for cutting, others observe difficulty 
in maintaining steady work sched- 
ules for plant departments. 

One children’s producer, who fore- 


with certain women’s makers 


1e€8 


sees early and heavy reorders for 
patch saddle oxfords, points out the 
possibility of delivery bottleneck 
on reorders on this pattern. Patch 
applications are sewed individually 
and cannot be “rushed through.” 


Casuals are Big—Manufacturers 
here that women’s and teens’ 
casuals have netted the liveliest 
order response, all categories con- 


Say 


sidered. Many retail accounts hesi- 
tate to add to their basic inventory 
in men’s, matrons’ and children’s, 
but stepup teen and casual pairage 
and with apparent reluc- 
tance. 


CC rk rs 
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Calif. Firm Gets Orders from popes 


LOS ANGELES—All the footwear 
trade between the U. S. and Japan 
isn’t one-way. 

At i not since Kermit Hartz- 
representing Brogan of Califor- 
ia, sold a selection of low-heel soft 
pumps to the 
department one 


. + 
irgest, 


ast 
ler, 
leather Takashimaya 
store, of Tokvo’s 
to the Yoshinoa Shoe 


Japanese chain. 


and 
Stores, a large 

The two 
the 


to 


sales of 


deals are said repre- 


Ameri- 


sent first direct 
footwear to Japanese 
World War II. Mr. Hartzler, 
represents Brogan in Japan and 
Hawaiian Islands, 
two-month selling 
He sold 
firm a complete line 
leather 
depth. 
order. 


stores 
Since 
who 
the ted a 
campaign the 
the Takashimaya 
» of his firm’s best- 
shoes, fully up 
Yoshinoa placed a 
According to Mr. 
were in- 


of the 


conduc 
in 
Orient. 
quality sized 
and in 

similar 

Hartzler, Japanese 
only 


buyers 


terested in the “top 
line. 

Bulk of the orders was for glove 
leather, with the color range includ- 
ing beige, black, red, 
gray, deep amber and Mari- 
sa. Black calf, navy calf and brown 

le also were ordered. 


town brown, 


an, 


Japanese firms bought all 


Goldstein Heads Committee 

ST. LOUIS—The new 12-month 
program to promote St. Louis as the 
Shoe Market of America will be di- 
rected by a special committee from 
the St. Shoe Manufacturers 
Assn., Johnson, association 


Louis 
Walter J. 
president, has announced. 

Chairman of the will 
be Joseph J. Goldstein, vice-presi- 
dent of Kalmon Shoe Manufacturing 
Co., and working with him will be 
Al Shank, advertising manager of 
Wohl Shoe Co.; Alex Smith, execu- 
tive vice-president of Weber Shoe 
Co.; Wills T. Engle, president of 

Shoe Co., and Andy Brand, 
promotion manager of Inter- 
national Shoe Co. 

Mr. Goldstein said that the year- 
round program will make extensive 
The initial activity 
s already in production and expected 


committee 


Moran 


sales 


ise of all media. 


Kermit Hertzler (center), For Eastern rep- 

resentative for Brogan of Coalifornio, booked 

precedent-shattering order from Akira Odo 

(right) of Tokyo's big Toakashimaya deport- 

ment store. With them is Maosateda Mizuno 

resident sales representative for Mr. Hartzler 
in Japan. 


They 


jeweled 


the 
highly 
latter 
low- 
Bro- 
gan makes small heels and flats only 

Mr. Hartzler 
tential in the Japanese market for 
U. S.-made shoes that he set up 
sample rooms Tokyo and hired a 
full-time He 
his reception by business- 
“most 


ties ordered 


pumps, 
plain 


no 


styles no or 


decorated items, since these 


types are produced in Japan 
er-price lines in large numbers. 


sees so large a po- 


has 


salesman there. said 
Japanese 
favorable.” 


men Was 


Promoting St. Louis Market 


to be completed shortly. It is a 
traveling shoe fashion 
will made available to television 
Wide use 
of newspaper publicity will be con- 
using black 
white publicity releases and special 
branded shoe events. 

The Shoe Fashion Board 
Louis, with Jaclyn Meyer, 
is serving coordinator 
fashions, publicity 
TV fashion show. 


show which 
be 
stations in major markets. 
and and 


tinued, color 


of St. 
chairman, 
for 


releases and the 


shoe 


as 


New Lathes for Vulcan Plant 
CINCINNATI 
buying five 


Vulcan Corp. is 
lathes 


50 per 


Faugus turning 
which will permit a potentia! 
cent increase in daily output at its 
Walnut Ridge, Ark., last plant. The 
lathes are made by Faugus-Werk of 
West Germany. 


Genesco Briefs Fitters 
On #26 Precision Line 
ROCHESTER, N. Y This 


recently of a pilgrim- 


city 
was the scene 
age of fitting supervisors from some 
of the 
They 
of 
viewing 


leading stores 
at the | 
Rochester's Gait L 
the 


atures 


country’s 
spent a day versity 
iboratory re 
pring iples and 

of 


for 


Genesco’s 
childrer 
manufacture 


tional fe 
Precision Shoe 
The 


Precision Shoe Co., 


line is 
a Gene 
which 
Laborato 
the move 
the foot 


U.S 


sion, over lasts 


signed by the Gait 


be compatible with 
of the 

Stores 
the 
The 
tended to 


supervisors with the #26 Pre 


26 bones of 
across the int 
shoes simultaneously 
Rochester gathering 

familiarize the ting 
ision 
arket 
depart 
sented 


Abe Mille 


went on the n 


Philadelphia 


was 


before it 
Bros., 


store 


line 

Lit 
ment 
by children’s shoe buyer 
fitting supervisors, 
of the Lit 
were Marv 
fitting supervisor of 
of The Hecht Co., 
Al Mezritz, 
for Brown 
ford, 
ting supervi 

Off the of Ri 
campus, Ab Rosenberg of #26 Pre 
one-day clini 
featur 


the 


firm, ‘pre 
one 
Also 
Stern sen 


the five 


and five 
from 


present 


each atores 
or 
stores 
Baltimore, and 

supervisol 


Ine Hart 


two of his fit 


Connecticut 
Thomson, of 
with 


sors 


together 


University whester 


cision Shoes held a 
covering the 
selling technique 


selling and 


for new line 


EJ Converts a Factory 
For Vulcanized Production 
BINGHAMTON, N.Y Endicott 
Johnson 
Binghamton 
in the 
footwear. 
Harvey T. 
dent in 
said the 
zation and expansion of vulcanized 
shoe production. In the past this 
of footwear has been made i! 


converting its 


factory for 
of vulcanized 


Corp is 
work 
making 


she e 


use 


Litterer, vi 
charge of 
will 


e-presi- 
manufacturing, 


move involve centrali 


type 
scattered plants. 

The 
gradually over a period of 
months, Mr. Litterer 


changeover will be made 
several 


said, 
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U. S. Shoe Corp. Assigns 
Market Development Posts 
CINCINNATI 
Shoe Cr rp 
market 
xpand 


United States 
has named a director of 
development in a move to 
Red 


yee and Selby retail opera- 


its exclusive Cross 


Shoe, J 


GORDON GRANICK R. GUGGENHEIM 


the As- 
post is Richard Guggen- 


tions throughout country. 


suming the 
assistant secre- 


also 


heim, who 1s 


tary of the firm. He will work with 


U.S. Shoe’ 
out his new duties. 


Meanwhile, 
ompany 


sales forces in carrying 
Gordon Granick has 
oined the nan executive 
aid in the growth of the 
He 


to each di- 


Capa itv to 


market development division. 
as an advisor 


force 


spent 


will serve 
Vision's sales 

Mr. Granick the last 14 
ears with Wohl Shoe Co., 


St. Louis, 


most recently as retail merchandise 


manager 


Bates to Celebrate 75th 


Birthday with Open House 


WEBSTER, 
will mark 
inding with an 


Bates Shoe 


MASS 

the 75th anniversary 
open house 
in Webster and 
at its second plant 


Conn., 


t its home tactory 
ar ¢ 


vent 
Grosvenordale, 


hard N 


factories 


ident, said 


to the 


Sears 


» pres 
will be open 


public Visitors will be able to see 


shoe manufacturing in process. 


Company officials said they be- 


lieved residents “would want 


to view at 
for 


> opportunity 
an industry which 
three-quarters of a century has con- 
the 


progress of the New England 


tributed substantially to eco- 
nomi 
area,” 

A steering committee for the dia- 
Mr. 


Craver, board chairman; 


mond jubilee includes Sears; 


Edgar A. 
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Francis E. Ryan, sales vice-presi- 
dent; Paul H. Pearson and Richard 
Barry. 

The which makes 
dium-priced men’s shoes, expanded 
1956 to 

now 


company, me- 


its operations in include 
casuals. These 


in the North Grosvenordale plant. 


are produced 


Brown Miss. Plant Expands 
BOONEVILLE, MISS. 
Shoe Booneville plant, 
produces women’s shoes, will be ex- 
21,150 sq. ft., according 


Brown 
which 


Co.'s 


panded by 


to A. C. Bushart, general superin- 
tendent of the company’s southern 
Employment will be 
stepped up from 400 to 575. Capac- 
ity of the plant is 4,000 pairs a day, 
but Mr. Bushart 
have been working 
4,800 pairs. 


division. 


said employees 


overtime re- 


The 
plant addition will permit output of 


cently to produce 


6,000 pairs daily. 
The 
pected to be finished by the end of 
October. 
Smartaire 


expansion project is ex- 
The plant makes Brown's 


line. 


«es Tn cue 


men’s shoes give you the right 


QUALITY «PRICE «DELIVERY! 


When you get the right quality, price and 


NEW SLEEVE- 

GORE slip on 

pattern for the 

utmost in com- 

fort and style 

Black upper 

leather, plain toe 

with a CREST ORNA- 

MENT over instep, 

leather quarter lining 

with NON-SLIP COUNTER 
POCKET, drill vamp lining 

steel arch, nuclear outsole 
rubber heel, on our No. 15 
Combination last. IN-STOCK to 
retail profitably at $10.95-$11.95 


WRITE TODAY 


for the name of your near- 
est Shaw distributor, and 
our new fall-winter catalog, 
showing our complete line 
of men's casual, dress, 
work and comfort shoes. 


delivery on your men’s shoes, your profits 


are assured—and Shaw does just 
that! In addition, Shaw’s unique 
Trade Builder way of supplying 
you with overnight service 
from the over 60 Shaw dis- 
tributors in every section 

of the country, keeps 

your inventories low 

and your profits 

high— WITH 

SHOES WHEN 

YOU WANT 

THEM! 


NATIONALLY ADVERTISED 


POPULAR 
MECHANICS 


Outdoor Life 


"Oven 38 Years of Quality Shoemaking” 
MT. SHAW, Inc., Coldwater, Michigan 
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American Juniors to Handle Chambord Line 


NEW YORK—The French-made 
line of Chambord “Little Pierre’s” 
shoes for infants and children will 
distributed the 
UL. S. by Shoe 
Co., Ine. 

The 


was 


be exclusively in 


American Juniors 


arrangement 
announced by 
executives of Ameri- 
can 
Chambord 


Inc., at a 


Juniors 
Shoe 


joint 


and 
Co., 
sales 
meet New 
York. Chambord is 


the U S. of 


Ing in 


I affiliate 
Bidegain & 
French 


s hoe 


children’s 
manufacturer 
and the 


largest pro- 


ducer of infants’ and 
growing children’s 
shoes in Western 
Europe. 

the shoe executives 


Ber- 


Attending 


meeting were Shop 
1a ro 
trand Desmartis, ex- 
cutive vice-presi- 


dent of Fils 
Brissaud, director and export man- 
ager of Bidegain & Fils, and 


president in 


Bidegain & Jean 
ice- 
charge for Chambord 
Inc.: 


Shoe Co., James 


Shapiro, 
National 
Shoe Corp., Boston, the parent com- 
pany of American 


president of Consolidated 


and 
of 
Lawrence, Mass 


Juniors, 
harles 
American 

The 


Juniors is 


Shapiro, 


president 
Juniors, 
Ameri- 
undertaking 


: 
ipution 


announcement said 
can 
“broad distr program” 

the ¢ “Little Pierre’s”’ 


shoes are made in France on Amer- 


hambord line 


ican lasts and stocked in the U. S. 


Chambord, which has offices at 350 


Shoes Are First in Maine 
BOSTON The 


ranked Maine's 


turing employment 


shoe industry 
manufac- 
1959. 
According to an the 
New England and Leather 
Assn. of the Census of Maine Man- 


t 19,723 


first in 
during 
analysis by 
Shoe 
factures, there were work- 
ers in the state’s footwear industry, 
of 


received 
million. 


and they gross wages 


$59.1 


Maine now ranks as the fifth larg- 
est shoe producing state. 


84 


Fifth Ave., New York, maintains a 
warehouse in Norwalk, Conn. 
According to Chambord officials, 
sales have grown steadily since the 
line was introduced in this country 


Joining forces in nationwide distribution program ore these 
(from left): Bertrand Desmartis 
Fi's: James Shapiro, Consolidated National Shoe Corp.; Charles 
American Juniors Shoe Co 


Bidegain & Fils and Chambord Shoe Co 


Bidegain & 


inc., and Jean Brissoud 


Inc 


in 1958 
that 


force 


They expressed confidence 


American Juniors’ large sales 


would bring about a greater 


growtn. 





Display Kit for a Contest 


French Shriner, Boston, is offering window 
display kit for its new “Sculptured Look” 
styles, in Consul Black, featuring tapered 
toes and heels, beveled-edge soles. The kit 
includes four-color title card, another card 
listing styling feotures, replica of ad which 
appeor in Holiday and Sports Illus 
trated, display cards for basic styles, and 
2-yd. bolt of red vel et. The company offers 


prizes for best use of display 


will 


Genesco Shifts Executives 
In Valentine, Glendale Divs. 
NASHVILLE, TENN 
Inc., has announced a series of ex- 
changes in its 
distribu- 


Genesco, 


personnel 
Glendale 
tion Frank Fleming has 
been promoted from head of Valen- 


ecutive 
Valentine 
divisions. 


and 


tine to president of Glendale Shoe 
Co., a newly created post. His head- 
quarters will remain in the Empire 
State Bldg., New York 

Vice-President Howard 


Baldridge said Glendale is moving 


Genesco 
program for its 
hee] 
its casuals 
He 


announced late 


into an expansion 


women's flats and dress shoes 


Cover Girls) and and 


sports stvies Fortunet said 


details will be 
In the \ 
Kirk has 


duction 


alentine division, 


been I 


promoted 
manager to viceé 
and division manager. A 
head of 
in Nashville 

Bill Wells, 


ntin 


the division, he 


vice-preside nt 
dale, cf ies in that 
the 


division's 
Nashvi 


heading 


350 Editors Receive ISCO 
1-Page ‘Fashion Footnotes’ 
LOUIS 


ST Internationa 


compat 
newspaper pu 


when So 


recently 


Footnote 
reported gor 
Acc raing 


fashion public , the rele 


planned i a 


supplement 


firm's advertising, present 


city that ad 


vertising Car 


First page of the fou 
ing showed sketches of « 
men's 


atvle trends a 


three-evelet oxford, 


pointed toe pump, and a 
high-tongued penny loafer 
graphs and editorial copy 
remaining page 

“Fashion Footnotes” we 


Mis 


enciosed for 


one editor in each city, 
said A post 


the editor's use 


card was 
in requesting glos 
Local 
were offered 


comments 


photographs or mats 


store 


tie-in names and edi 


tors’ 


The plans 
spring and fall releases of a 


were requested 


company regular 
imi- 
lar nature. 

Boot 
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Shoe Mfrs. Board of Trade 
Elects Schneir President 
NEW YORK—lIrving Schneir of 
D'Antonio Shoe Corp. has 
elected president of the Shoe Manu- 
Board of Trade of New 
York for the ensuing year. 
places Murray Zuckerman. 
Fox of Fox Shoe Manufac- 
turing Corp. was named treasurer, 
the late Jack Zucker- 


been 


facturers 
He re- 


Roy 


succeeding 
man 
Elected as new directors were QO. 
Russell Kennedy, I. Miller & Sons 
Co., Alfred Rao-Koury 


Rao, 


and 


Shoes. 


Beebe Rubber to Make 


Pop Warner Football Sole 
NASHUA, N. H The Beebe Rub- 
ber Co. has been granted an exclu- 
sive franchise the Pop Warner 
Football for the manufac- 
ture of soles for football shoes. This 
the the 
has approved a sole. 
The Pop Warner 
signed to meet high abrasive speci- 


by 
League 
first 


time 


organization 


sole was de- 
fications and wearing standards. It 
be all 
proved according 
fficials. 


vill used on officially-ap- 


shoes, to Beebe 
»wwenthal, 
of 
League, and FE. Colman Beebe, pres- 
of the 


angement Stanley 


Charles Li executive 


ice-president the Pop Warner 


ident Beebe, announced ar- 


W. 
Bennett, general sales manager of 


Earlier, 


Beebe, and Austin McLean, director 
of the firm's athletic 
had 


negotiations 


footwear sole 


division, conducted the con- 


tract 

Production will 
olds 
The Pop Warner League is foot- 
1" of the Little 


Boys up to age 


start as soon as 


are ready 


} } 
UAll S 


equivalent 
League in baseball. 
17 are eligible. 


Shoe Form Co. Diversifies 
AUBURN, N. Y. 
of 


expanded 


Shoe Form Co., 


Inc., maker shoe and_ hosiery 
DeWitt 
acquiring the 
Lewis E. Hamel Co., Inc., of Roches- 
a 


fishing accessories 


forms, has its 


Plastics division by 
ter, The Hamel firm’s sport 
are to be 
and DeWitt at Au- 
burn, according to Frank P. DeWitt, 
president. 


and 


made sold by 
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® North & Judd Manufacturing 
Co., a maker of shoe trimmings, 
has relocated its Chicago office and 
warehouse in larger quarters at 315 
S. Peoria St. 


Irving R. Segal Appointed 
Allied Show Co-Chairman 
NEW YORK—Irving R. Segal has 
been named co-chairman of the Al- 
lied Shoe Show. He 
vice-president and 
general manager 
of the Middletown 
Rubber Corp. 
Mr. 


serve 


18 


Products 


will 
Fred 
N. Phillips, presi- 
dent of Phillips- 
Premier Corp. and 


Segal 


with 


general chairman 
of the show. 


The 


Show is 


next Allied 


tentative- IRVING R. SEGAL 
ly scheduled for Dec. 11-13 at the 
New York Trade Show Bldg. The 
Satur- 


show may 


Dec. 


at 


open 
10. 


noon 


bread 


on 


Fabric Group Plans Sales 
Survey, Sets Show Dates 

NEW YORK—As part of its pro- 
gram of increased fashion and tech- 
nical assistance to the shoe indus- 
try, the National Shoe Fabric Assn. 
plans a survey of key manufactur- 
ers and retailers. Its aim: to learn 
how these groups can help in mer- 
chandising fabric footwear. 

The has named a 
committee to work with its fashion 
Miss Marion 
to see the industry 
the of fashion and 
technical help. Committee members 
Gilbert Freeman of Gilbert 
Freeman, Inc.; Ted Porosky of A. S. 
Burg Co.; Robert C. Lipson of 
Shain & Co.; Charles I. Rockmore 
of Charles I. Rockmore, Inc., 
Victor of Oriental 


tiles, 


association 


promotion director, 
Marsh, 


needs 


what 
in way 


are 


and 
Newman Tex- 
Inc. 

The association’s showing of f: 
1961 
day, Dec. 11, through Tuesday, 
13, at the Hotel New Yorker, New 
York City. The show feature 
of the Shoe Resources Market Week. 


has been set for Sun- 
Dec. 


fabrics 


is a 


and 


butter, 


If your taste runs to 
wrap-ups bread and 
butter stuff, then you'll 


healthy servings of $5 


enjoy the 


and $6 


In-Stock styles dished out by 


Phyllis, seasoned just right 


for hearty Fall selling' 


appetite for more 
And there are liberal 
second and third 
helpings for every teen 


or woman who'll 


cooked up for Fall! 


Let us serve you 





want to see what you've 


Here are just a few appetizers 


flavored to whet your profit 


Write for In-Stock catalog today 


Teyllic 


Manufacturers for over 30 years 


PHYLLIS SHOE CO. 


95 Bridge St. Lowell, Mass. 





Ee 


~2 Clean, polish, preserve shoes, “~~ 
Sy handbags, belts, all colors— © 


> Bottles, Squeeze Bottles 


ideal for Pearl Lustre, Calf 
Kid, Kangaroo, Reptile, even 


Patent Leathers — Tubes, 
c~ 


1 Le 


f) 
CAVALIER CO., BALTO. 30, MD. 


We 


st Coast - Oakland 20, Calif. 





500 





Rine 
Bw 


COMBINATION 


INEXPENSIVE 
GIVEAWAY 


COMIC ACTION 
RINGS 


Move your fir 
ger mane 
ture 


opu 


Stooges. Felix The 
9 etc. All adjustable 


R 
$22.50 ond mystif 


OYAL RING M 


1X 


metalized 
sec 
etc 


000 Roya! Rings $22.50 


ASSORTMENT 


& 500 Comic Action $22.50 


rings 
pearls 


ring oonstor 
Royo 3s $12.50 


500 Royce 





M 


Uity 


nm ee ee ee ee ee ee ee ee ee ee ee 


86 


Please 


APAC CO. és" 
+ NEW YORK 
send following; Payment enclosed 
500 Comic Action Rings $ 0 
000 Comic Action Rings 
500 Roya! Rings 
000 Royal Rings 22 50 
500 Royal & 500 Comic Rings 22.50 
FREE ILLUSTRATED CATALOG 


State 


Named VP of Tanning Firm 


Richard H. Goldberg, who hes been elected 

vice-president of Colonial Tanning Co., Bos 

ton. He heads the firm's split leather divi 

sion. Mr. Goldberg, 33, joined Colonial in 

1954 and assumed the division post in 1956 

ofter serving as assistant credit manager 
and credit manager 





Tanners’ Council Annual 
Meeting Set for Oct. 19-21 
NEW YORK—The Tanners’ Coun- 
cil of America has scheduled its 
44th annual for Oct. 19-21 
at the Edgewater Beach Hotel, Chi- 
cago. As the meeting will 
precede the opening of the National 
Shoe F 
Leif C. 
indicated 


meeting 
is ial, 
alr. 


Kronen, TCA 


that the 


secretary, 
meeting “will 
come at a crucial the his- 
‘ the usiness A 
number of developments appear to 
a head,” he 


confronted with 


time in 


torv of 


tanning Db 
be coming to said, “and 


many tanners are 


+ . > ; ' sett the 
ne 1O l questions hey 


ars.” 
General business sessions are 


Friday 
Board 


planned for Thursday and 
Oct. 20 and 21 
ommittee meetings 
stock clini 
Oct. 19 


mornings, 
meetings, « and 
the annual raw 


held Wednesday, 


will be 


Welleo Builds a New Plant 
WAYNESVILLE, N. C.—Wellco 
Shoe Corp. plans to build an addi- 


+ 


ional manufacturing plant on a 


tract next to its 
Heinz 


president, said the plant 


newly acquired 


present property. Roliman, 


will per- 


mit “streamlining of production 
even further in order to offset con- 
and material 
hold to 


The 


rising labor 
that 


price 


tinually 


costs, so we Can our 


present structure.” new 


the 
accommodate 


fifth 
to 


the 
here 


building is company 


has erected 


production growth. 


Genesco Children’s Line 
Designed to Resist Water 
NASHVILLE, TENN.—A 


line of children’s 


new 
water-resistant 
shoes is being produced at the Cen 
terville, Tenn., plant of Genesco 
[ni 
The 


and the uppe) 


leather is ilicone-treated 


stitching ‘ams are 


caulked with a sealant. The sole is 


1@ upper t 


to th DY injection 


attached 
molding 

Initially the being made 
chukka-boot tyvle 


But 
ua 


are 


ine 18 


n a only, in 


ouths’ sizes 10 company 


the shoes catching 


fficials say 


yn, and other stvles and sizes wil 


probably be added along with some 


girls’ shoes 

The new line is not complete! 
waterproof, Genesco 
Phe | 


outsoles 
are mm 


iIded ts 


pointed out 
and 


that 


are waterproof! 


the upper so 
water seepage througt 
But if a child 


into a deep puddle, water can still 


there 


is no 


the in-seams wades 
enter through the eve stays 
Genes¢ is distributing the 


through tne snoe 


Dominion 


C.1L.C. Machinery Acquires 
New Storage Facilities 
BOSTON 


panded operations, C. I. ¢ 


To accommodate ex 
Machir 
ery, Inc., has acquired a new ware 
house at 


esman said the firm will stoch 


4 


207-09 A St., here. A 


spok 


atfull line o and find 


spare parts 
ings 
For several 


duc ted 


years ¢ 
ales and service 


canizing equipment from a « 
bined office and storage location 


610 Atlantic Ave. Now, 


umber of products it 


besides 


creasing the n 


line, the firm becomes I » 


agent for the Moenu 


its own 
and Canadian 
line of shoe machines and finding 
West 
In the new warehouse an area has 
to 


made in Germany 


aside demonstrate and 

display C. I. C 

ment 
Offices 


Avenue 


been set 


and Moenus equip 


will remain at the Atlan 


tic address 
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Salesmen on the Road 





by VIVIAN C. 


Vore on Commission Rates 

“TODAY'S salesmen 
spending 37 per cent more of their 
gross income on travel than they did 
in 1948. Nevertheless most of them 
are paid the same commission rate 


road are 


states 
an article in the Newsletter of Inde- 
pendent Shoemen 

“This 
a national survey by the 
Assn. of Women's 
Apparel 


they received a decade ago,” 


was uncovered recently in 
National 
and Children’s 
While today’s 


road salesmen spend 5 per cent more 


Salesmen. 


of their time in traveling today than 
a decade ago, 88 per cent of them 
report their 
changed as 
Some 31 


commission rate 
with 

average 7.5 
cent in commissions; 


un- 
compared 1948. 


per cent per 
26 per cent get 
6 per cent, and 19 per cent get 5 per 


cent 


Remember This Classic? 

“THE SALESMAN,” a 
written in 
X. Cahill and reprinted in a 
Buntees Shoeletter from R. J. Pot- 


Co., is as applicable to 


parody 
siblical style by James 


vin Shoe 
our shoe travelers today as the day 
was written. Here it is: 

“And in those days, behold, there 
came through the gates of the city 
afar off, and it 
came to pass as the day went by 
plenty. And in that city 
were they that were the order tak- 


a salesman from 


he sold 


ers and they that spent their days 
adding to the alibi sheets. Might- 
astonished. They 
said one to the other, ‘How doth he 
yetteth with it?’ 


ily were they 
away 
“And it came to pass that many 
were the back 
came 


office 
among 
wise guy. 
questioned 
that the 
the impos- 


soothsayer 


gathered in 
and a 
them. 
And 
him, 


soothsayer 
And he 
they spoke and 

‘How is it 


was one 
saving, 
stranger accomplished 
sible?’ Whereupon the 
made answer: ‘He of 


whom you 
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hustler. He ariseth 
early in the morning and 
goeth forth full of pep. He com- 
plaineth not, neither does he know 
He purple 
and fine linen, while you go forth 
with pants unpressed. 


speak is 
very 


one 


despair. is arrayed in 


“*While ye gather here and say 
one to the other, “Verily, this is a 
terrible day to he is al- 
And when the 11th 
hour cometh, he needeth no alibis. 
He knoweth his line and they that 
would stave him off, they give him 

Men say unto “nay” 
he cometh in, yet when he 
goeth forth he hath their names on 
the line that is dotted. He taketh 
with him the two angels, “inspira- 
tion” and “perspiration,” and work- 
eth. Verily I say unto you, go and 
do likewise.’ ”’ 


work,” 
ready abroad. 


orders. him 


when 


‘Hardest-Working Prexy’ 
William C. Short, 
the Ohio Shoe Travelers Club and 


president of 


now ending his second year in that 
post, was commended by his board 
of directors at last meeting in 
He lauded for the 
“above and beyond the re- 


its 
Columbus. was 
interest 
quirements of the job” that he has 
taken in this organiza- 
The board Mr. Short 
“the hardest-working president we 


travelers’ 


tion. voted 


have ever had.” 


Look Your Best—It Pays! 
ON the wall in the office of a shoe 


Great Plains 
town hangs the sign, “Look Your 
Best—It Asked the 
sign, the retailer said, “You know, 
I’m 
very pleased with the well-groomed 


retailer's store in a 


Pays!” about 


that applies to shoe travelers. 


appearance of all the salesmen who 
by Not their 
shoes shined but their suits are well- 
their freshly 

and except in very 
hot weather most of them are wear- 
ing coats and ties. 

“That doesn't apply to all travel- 
ing salesmen these days. 


stop here. only are 


pressed, shirts are 


laundered, our 


I've been 


Send contributions to: Mrs. Vivian Anderson, Salesmen on 
the Road Dept., 995 Lombardi Lane, Lakewood 15, Colo. 


friends’ 
appear 


in some of my merchant 
their 

they think because we are a small 
town, they can wear anything into 
the stores and we won't notice. I’ve 
my friends’ attention to the 
fact that they would always find the 
shoe traveler neat-appearing. That 
makes the shoe merchant, no matter 
how small an operation he has, feel 


stores when salesmen 


called 


important and essential.” 
. s . 
Women’s Shoes Are Selling 


WOMEN’S 
ter these days and it will continue 


shoe business is bet- 
to show gains through fall and win- 
ter. So said Bill Tweedie of Tweedie 
Footwear Corp., Jefferson City, Mo., 
at a two-day regional sales confer- 
the Albany Hotel, 
The meeting was the last in a series 
of three held in Jefferson City and 
in Washington, D. C. Style trends 
footwear—clean, simple 
plus 


ence at Denver. 


in women’s 
fluid 
emphasized by the salesmen attend- 
ing. 


lines originality were 


Here and There... 


Dr. G. Herbert True, a 
consultant on creative behavior and 


special 


an advocate of creative thinking in 


business, will address the spring 
sales meeting of Mannequin Shoes, 
Inc., Sept. 18 in New York. Dr. 
True a speaker at the recent 
NSMA Merchandising Clinic. 


was 


Ray E. Dorr has resigned from 
selling Al- 
bert H. Weinbrenner Company, Mil- 
waukee, and has returned to work- 
ing retail for Max Shapiro’s Shoe 
Store, Chicago. 


shoes the road for 


on 


. . 
Fred 
moved in 
He has 
men’s better footwear for Bullock’s 
downtown store in Los Angeles and 
joined Carmo Shoe Manufacturing 
Co. of Union, Mo., as a sales repre- 
He will West 
Coast territory. 


Slatten, meanwhile, has 
the opposite 


resigned as buyer of wo- 


direction. 


sentative. cover a 





Winners Named in ‘210° 
Annual Outing at St. Louis 
ST. LOUIS—A 
score of 69 won the second leg of 
the Cooney Weiss trophy for Homer 
Wohl Shoe Co., at the sixth 
and banquet of the 
s Regional Chapter of The 
210 Associates, Inc. 
golf prize was won by 


low gross golf 


Baker, 
iting 


annual 


St. Loui 


Low net 
Duane Martin, Delmar Shoe Co., 
chairman of the 
Frenzel, 


who 
served as prize 
committee. Gene Tobin- 
Hamilt Co., Inc., 
resided at the banquet after a 


regional chair- 
man, |} 
day of sports and activities. 

golf winners were 
Omega Shoe Co.; 
Weil Shoe Lo.; 
Shoe Co.: and 
Machinery ( 
golf winners 


Other low 
Ralp!} T 
Mooney, M K. 
Fleeman, Brown 
Martin, United Shoe 

Other 
Mick Bra 
Sch 
Bal Freeman 


Stuart Robins, 


gross 
Johr 
Bert 
Dor 
orp 
w net were 
ll, Taggart Leather Co.; Ray 
i Frank 


cker, 


Donovan Industries, an 
Fabrics. 

Athol Co., and Louis 
n-Hamilton Co., Inc., 
second in the 
for 18 


placed 
frst and bogey event 
Highest t holes 

to Roy Wertz, Lyons Leather Co 


~ to 


went 
High 


was 


ital score 


single hole 


Dominion Shoe 


for a 


taken | Dave Katz, 


score 


Confused ? 


by Irving: 


Irving Tanning Company 


134-140 Beach Street. Boston 11, Massachusetts 


for a_ single 
Middletown 


score 


Segal, 


Co., with lowest 
hole going to Irv 
Rubber Corp. 

The hole-in-one 
Schlueter, Compo Shoe Machinery Co., 
with Wilson Shadler, Vulean Corp., and 
Morris Harris, Harlee Shoe Findings 
runners-up. Highest score on the 
front nine holes went to Sibley Hall, 
U. S. Rubber Co.; Ed Fontana, Cutter 
Karcher Shoe Co., had the highest score 
on the back nine. 

The bridge tournament was 
the team of Frank Baker, Freeman 
Fabrics, ard I. M. Kay, Berland Shoe 
Co. Leo Henschel, 
and Sam Taylor, 
won the rummy 


was won by Bob 


( 0., 


won by 


Shoe Co 


Nusrala 


gin tournament 
Counter Makers Get Raise 
HAVERHILL, MASS 


one-vear contract, some 250 em- 


Under 
new 
plovees of three counter manufactu! 
Merri 


wage hike, in 


ing firms here and in nearby 


mac have received a 
benefits and 
Amount of 


disclosed 


creased ins irance 
more paid holiday 


wage boost was not 


for further negotiation this 
whether 


workers shall get 


week or 
The contract 


resentatives of 


two-week summer vacation 


was reached by rep 


inte 
mune! 


the Brown ( 


-| 


va 


Athietic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS 


Famous Barr Co.., 


one 


the 


and Engle- 
United 


Co., Merker Counter Co. 
Lewis and the 
Shoe Workers of America. 


Counter Co., 


Women’s Leather Apparel 
Makers Form Association 

NEW YORK Thirteen 
leather 
formed their own trade association 

The Ladies Leather Apparel Man 
Assn LLAMA) is in 


“educate, merchandiss 


makers 


of women’s garments have 


ufacturers’ 


tended to 


‘ 


and promote” with the objectives of 


greater profits for retailers, bette 


; 


q ialitv of increased 


and 
The 
New Yo rk area at 


comprise two 


appat el, 


consumer confidence membet 


snip all 
present Is said Lo 
thirds of the $60 million 

industry 
A spokesman for 


said leather apparel 


rease in volume 


The LLAMA group 


S100 00% 


10 per cent ine 
1954 


to spe nd 


‘ar since 


more than 


on an extensive promotional | 
gram during 
President 


I Mode Spor 
Ni W y 


---------------------4 


Sport King 


\ BOWLING 
\\ SHOES 


\ 


IN STOCK 
FOR IMME DIATE 
DELIVERY 


MancHaNEHEEaEaDaEDEDENanenenasesasasanal 





traveling man 
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news 





To All Shoe Tracelers 


“Salesmen on the Road,” a page for 
nas 
tains news and sidelights 
as well as the individual salesman and his accomplish 


on and off the road. 


It’s the traveling man’s own page, and the Recorper 
depends on the traveler to keep up a steady flow of 


If you have a 


and about the 


returned to the Recorper. It con 


about travelers’ organizations 


news item, write to 


MRS. VIVIAN ANDERSON 
ON THE 
995 LOMBARDI LANE 


SALESMEN ROAD DEPT. 


LAKEWooo 15, COLo. 
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Where to Buy 





JOBS 


JOBS 


JOBS 








IRVIN RUBIN The House of Jobs 


Highest Prices Paid 
Complete Shoe Stocks 


Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 





Will Buy Your Close Outs 
Shor! Leases Assumed 











BOX HANDLERS 


MERCHANTS’ NEEDS 





— ARM* 


eh eet hee hemtine 
Oucnst, tanen, tare 


SAVE TIME 
To 


—— | 


more 


with Long Arms. You get j 
thoes from the high 1 

shelves quicker, easier | 

safer thon by any other = 

method or you moy re 

turn them Lona A 

with 24°. 36°, 48° and 60° handles, $3.95; with 
72 hondies $4.% Postage prepaid in USA 
Specify handle length and if for men's of women's 
bores Your jobber or 

CARL BEEMAN 

Cedar Heights Rd Stamford, Conn 


Thomas Taylor Acquires 
N,. 3. 


HUDSON, 


lor & Sons, 


Textile Printing Firm 
MASS 
a maker of elastic 


Tay- 
web- 


Thomas 


nd other fabrics used in foot- 
acquired Geering Textile 
a Fair Lawn, N. J., firm 
specializing in multi-color printing 


bing a 
wear, has 
Print, Inc., 


of elastic and non-elastic narrow 

fabrics 
“We be 

will 


for our 


the new busi- 
further 
(Mass.) 


manufacture 


that 
provide 


lieve 
ness outlets 
Hudson produc- 
tion, since we 
the 
said 
of the 


business 


now 
fabrics which are 
Robert T. 
Taylor firm. 
consisted of 


many of 
printed,” Dawes, 
president “Geer- 
ing’s has 
ustomers’ fabrics, not pro- 
Now, 


added service 


printing < 


ducing any of its own. how- 


ever, we can offer the 


of providing the fabrics as well as 
doing the 

For the 
the 


der 


actual printing.” 
Mr. 
Geering plant will continue un- 
the Martin 
Steenstra at its present location. 


present, Dawes said, 


management of 
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PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 











VINCENT EDWARDS & CO. 

World's Largest Advertising Service Organization 

342 Medison Ave., New York City 
Please tell me more about your news- 


paper ed clipping service and special 
short term trial offer. 


Neme 
Company 
City 











VINCENT EDWARDS & CO. 
342 MADISON AVENUE 
NEW YORK CITY 


A Lighter Synthetic Soling 

A SYNTHETIC 
called Norit is being distributed by 
the Way Leather Co., Boston. Claims 
are that 


soling material! 


made it is cent 


lighter 


30 per 


thetic soling previously used. In ad- 
dition it’s said to be extremely dur- 


and more flexible than syn- 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 


While in town see Wail” 


New York Sample Room: 
138 Duane St., NYC 
Quality shoes since "$2 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Louis 3, Missouri 


For Over 45 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Fite Satitmens 
MOSINGER -COHN 


1235 Woshir gton St tours 3. Mo 


MA 1-3363 








able and waterproof, to split evenly 
and cleanly for Louis-heel work, and 
to retain its shape. 

The company says Norit has been 
used for a season in test factories 
on 100,000 pairs of shoes. 





Personnel 





DANIEL R. LANE 


Elected President 


Elected... 


Daniel R. Lane, 
of the Dunbar 
Brockton, Mass., 
manufacturing firm. Walter C. Jo- 
hanning, chairman of the 
Walter J. Manning, vice-president. 


R. EDWIN MILLS 
Nomed by EJ 


president and 
Pattern 


shoe pattern 


treasurer 


U0., 


board. 


Promoted... 
Ralph W. Clark, from store man- 


ager to assistant sales manager of 
the Miller-Jones Family Shoe Stores 
chain, Columbus, O. 

Dr. Donald C. MacDonald 
John D. Heide, to senior 
scientists at the United States Rub- 


Co. Wayne, 


and 
research 


research center, 


Appointed... 
R. Edwin Mills, director of 


specialty store operations 
for Endicott Johnson Corp., Endi- 
cott, N. Y. He 
‘or the operation of Slater’s 
Rival Shoe 


Father and Son Shoe Stores. 


men’s 


and boys 


will be responsible 
Shoe 
Stores, Stores and 

Ben Slomoff, executive vice-presi- 
lent of Lessing Footwear, Norwalk, 


He 


Shoe Co. 


was associated with 
for 25 years. 

Sy Jacobs, sales representative 
for Belgrade Shoe Co., Auburn, Me., 
covering Michigan. 

Grady Covington, sales 
itive for Belgrade Shoe Co., 


West 
Tennessee and Washing- 


represen- 


trav- 
eling Virginia, Virginia, the 
Carolinas, 
on, D. C 

Harry Goodstadt, sales represen- 
tative for Belgrade Shoe Co., cover- 
ing Pennsylvania, Delaware, Mary- 

Ohio southern 
He replaces Henry Di- 


land, eastern and 


New Jersey. 


90 


dsl 


SY JACOBS 
Joins Belgrade 


A. W. CLOSSON, JR 
Seles Appointment 


girolamo, who resigned. 

George Raven, sales 
tive for Belgrade Shoe Co. in 
York State, in addition to 


representa- 
west- 
ern New 
his present 
New York 
York-New 

Henry Digirolamo. 


eastern 
New 


places 
repia 


territory of 
and metropolitan 
Jersey. He 
Joseph Shapiro, sales 
tative for 


represen- 
in Wis- 
Illinois 


selgrade Shoe Co. 
addition to his 
Indiana territory. 


consin, in 


Oliver W. Gold, sales representa- 
tive for Grace Shoe Manufact iring 
Co., Lowell, Mass. 

Henry Digirolamo, sales represen- 
tative for Risque division of Brown 
covering Dela- 
New Jersev, New York City. 
New York State and east- 


ern Pennsylvania 


Shoe Co., St. Louis, 
ware, 


eastern 


Miss Barbara Tunze, designer fo 
the 


International Shoe Co. 


women’s specialty division of 
G. Lester Reynolds, district sales 
District 3, Southeast 
Region, International He 
replaces W. Rion Dixon, who trans- 
{ to the Mr. 


:ers 
represented 


manager of 


Shoe Co. 


retail division 
Reynolds formerly 


ISCO’s women’s and juvenile lines 
in South Carolina. 

Howard Klein, plant manager for 
Inc., New York, 


the Julianelli 


Zuckerman & Fox, 
which manufactures 
line. 

Addison W. Closson, Jr., 
Beckwith-Arden, 
Mass., of 


counters. succeeds 


sales 
Inc., 
box 


manager of 
makers 
and He 

Walter Heaton, who retired recent- 


Watertown, 


toes 


iV. 

Thomas O. Burns, sales manager 
of the shoe leather division of Gen- 
Split Milwaukee. He 
replaces Dan Hickey, who resigned. 


eral Corp., 


LUXENBERG 


ronwerred 


THOMAS ©. BURNS 


Soles Monoger 


Edward G. Hochberg, 
market developer and 
neer for Pellon Corp., New 

Thomas E. Burke, man 
public relations departmen 
Akron 
Isham, 


berling Rubber Co., 
ceeding Jerome C. 
signed 

M. K. Wood, trade sal 
of the Fabrikoid 


nadian Industries, 


divis 
Ltd 

it we 
headqua 
Ont 


selling to the for 
His 
Toronto, 
Roger W. Hall, prod 


of the sl 


other fields 


be in New 


ide fastener 
closure division of S$ 
facturing Co., Waterbu1 
succeeds E. F. Anderson, 
comes administrat 
P. E. Fenton, 


the closure division. 


ive 


genera 


Transferred... 


William 
Michigan-Wisconsin 


Luxenberg, 


of Belgrade Shoe Co 


opened territory <¢ omp! 


Oregon, Califo 
da 


ington, 
Ne Va 


nd 


Retiring... 
Nilus P. Phillips, from Merit Shoe 


Co., an Endic ott Johnson { rp. subd 
he 


manager. 


where theastern 


1 Merit 


was 


He 


sou 


sidiary, 
district 
in 1924 

Henry 
national 


wine 


E. Ellersieck, fro: 
Shoe Co., where 
superintendent of drayage, 
truck fleet 
shoes from outlying Missouri plants 
to St. Louis. He ISCO 
in 1915. 


super- 


Vising a transporting 


started with 
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Wanted to Purchase 








WE PAY MORE jo-ausc WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 PULTON AVE., HEMPSTEAD, L. 1. N. Y. 
Maz L. Meltzer, Pres. Ivanhoe 1-9630 

















TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 
Usios City, N. J. 
Phone or Wire Collect 


UNion 3-6413 











KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 





SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ae 
tien . . . quality men’s, 
women's and children’s shoes. 


hb FOR OVER 45 YEARS 


MOSINGER -COHN 


Ma 1-3363 


Seth Gaffin Shoes 


(formerly Broitman-Gaffia) 
44 DUANE CT 


NEW YORK 7 oN 
BE 3-7290 














FOR CLOSE-OUTS of 
Y GET 
ov rr 0 R i MEN'S, WOMEN’S and BAIS 
CHILDREN’S SHOES sie ae ie: 
YOU GET Complete Stocks and : 


oS a Stores Solicited NEW YORK 7. N.Y. 


At All Times. 


Phone: WOrth 2.5180 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnaut 6&-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS e 
COMPLETE SHOE STOCKS A 

LEASES ASSUMED S$ 

YOUR NAME PROTECTED #4 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 





WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children’s. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 














M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekmon 3-0141-2 











September |, 1960 


91 





Classified and Want Ads 








WANTED TO PURCHASE 





44 ie 
We're always ready to BUY your E D DY 
* COMPLETE STOCKS °* CLOSE-OUTS 
* CANCELLATIONS 
GET TOP DOLLAR © SPOT CASH 


Paene or Write EDDY SHOE CO. 132 N. 4th S¢. 
WA 5-9533 or WA §-3927 Alweys Relieble Phite. 6. Po. 





SIDELINE SALESMEN WANTED 








WILBUR COON NURSES SHOES 


Small line of 6 in-stock White Shoes [see ad in this magazine) to retail from $9.95 
to $12.95. Many dealer selling aids, including 50-50 co-op advertising. Territories 
available in South Atlantic, South Central and West Coast States. All replies con- 
fidential. Write complete details. 


WILBUR COON SHOES BATAVIA, N. Y. 














SIDELINE SALESMEN 


ret a 


sear | etely washa ‘ 
Nylon Fabr pper a Softee 


PRINTZ LEATHERS INC. 
1045 Frankford Avenue. Philadelphia 25. Pa 














NE MAN WANTED INSTOCK 











FOR SALE 








WHOLESALE BUSINESS 
Featuring a Family Line of Shos 


ind | } r F twear +") 


— ' 4 ; 
> y We t 


Reply te Box 758, BOOT & SHOE RECORDER 
Chestnut & 56th Streets. Philadeiphia 39. Penne 











SHOF STORE FOR s 
ADVERTISED B 


FOR SALI FAMILY SH 
ESTABLISHED SIX YEAR 


I 


Off-White, Neutrals Are 
Big for Spring: Colonial 


BOSTON—Off-white and neutrals 
are all important for spring and 
summer 1961, according to Jane 
Wheeler, fashion coordinator of 
Colonial Tanning Co. Besides white 
these include bone, blossom pink, 
ballerina blue, Scotch mist, linen, 
pinky gray and poker chip. In the 
darker tones, important colors are 
smokescreen, wild honey, ginger tea 
and benedictine. 

Extensive sampling is reported in 
all the lusters, smooth, crushed and 
boarded. Also active are the glove 
leathers: full-grain Parade and Glis- 
sant and textured Tumbler, Darbury 
and Colkrush. There is great demand 
for Diamonte, a perforated leather 
with a diamond design, according to 
Miss Wheeler. Other very active 
perforated leathers are Valencia and 
Mayflower, the latter available in 
patent as well as side leathers 

There is great interest in long 
wearing “Luxury” patent, available 
in black, white, bone and new star- 
dust green. Metallic patent is ex- 
pected to have major importance for 
the coming spring and summer, 
especially in black raspberry, sun 
copper, amber bronze and topaz 


e Trade Literature 


Insole Material Described 
A BROCHURE describing the 


major features of Poron, a mi 
porous i sole material, is off 
Rogers Corp., Rogers, ¢ 
brochure’s ace rdion-fold 
lows it to he spread 
mounted as an in-store 


sample insole is attached 


Color Stressed in Fall Socks 

“FASHION coordinated 
are stressed in the 32-page fall 
winter catalog just published 
Trimfit Hosiery, Empire Stat 
Bidg., New York The catalo 
vises retailers, “Color will 
ior [hosiery!| selling facto 
1960 as there are no revolu 
changes on the fashion scene.” 

The full-color catalog pictures 
anklets, stretch socks, nylons and 
other hosiery along with tights, slip- 
pers and slipper socks. Available 


displays and fixtures are also shown 
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Index to Advertisers 


This index is published as a convenience 


Acme Boot Company....25 to 

Adams Brothers, Inc. 

Alden, C. H., Shoe Company 

American Biltrite Rubber 
Company 


Avon Sole Company Ter 


B & R Shoe Co. 

Baris Shoe Co. .. 69, 
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Bata Shoe Company, Inc. 
Beacon Falls Rubber Footwear 
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‘arry-Pack Company, Ltd 
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bate! 
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Doublewear Shoe Co 


Eby Shoe Corporation 

Eddy Shoe Company 
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Freeman Shoe Corp 


Gaffin, Seth, Shoe Co 


Georgia Shoe Manufacturing 
Company 9 
Gerberich-Payne Shoe Com 
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92 
R89 
14 


pany : Back Cove) 


Goodrich, B. F 
pany 


Rubber Com- 


Hempstead Shoe Company 
Hubschman, E., & Sons, Inc. 


01 


Second Cov er 


Irving Tanning Company 


No liability is assumed for errors or omissions 


Kelly Sales, Inc. 
Knomark, Inc. 


Leather Industries of 
Long Arm a 
Lucky Sales Co., Inc. 


Mapac Company 

Mears Heel Company ' , 
Medic Shoe Manufacturers, Inc. 
Miller Shoe Company : 
Mosinger-Cohn Shoe Co 89, 


Nashua Footwear Corp 


Phyllis Shoe Co. oA 
Polish Products Skorimpex 
Portage Shoe Mfg. Co. 
Potvin, R. J., Shoe Co. 


Quoddy Moccasins 


Ripple Sole Corp 


Rubin, Irvin 


Sabel, I., Inc. 

Scott Foot Appliance Co 

Shaw, M. T., Inc. 

Stetson Shoe Company, 
The 

Stoff, M., & Co 


Tingley Rubber Corporation 
Topps Shoe Store i 
Traister, Oscar, Shoe Co. 


Tyer Rubber Company 


United Shoe Machinery Corpo- 
ration 


Vaisey-Bristol Shoe Co. 


Weil, M. K., Shoe Co 
Wellco Shoe Corporation 
Weyenberg Shoe Mfg. Co 
Wilbur Coon Shoes 
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e Dates to Remember 


MAJOR MARKETS... 
Market Week, 


J Leothe 


Advance Spring Shoe 
New Enaland Shoe or 
Hotels Statler Hilton and 
Plaza, Bostor 

National Shoe Fair, ! 
Monufacturers Ass 
Shoe Retoai's Ace 
Mastean Conrad 

’ Chicoc 


Popular Price Shoe Show of America, 
New Canidae Shee and pe 


A 


. AND KEEP IN MIND 
Michigan Shoe Travelers Club 


Miami Beach Shoe Show 
Lintel MMtnm: Beach Fic at 4 
Annual Canadian Shoe and Leather 
Fair, nd Leathe 4 t 
‘ P n-M+ i? 
Sennen Councit of America, A 


Meet 3 rogewote Ue 


Southeastern Shoe Travelers, Inc. 


mant Hote Atlanta 
Pacific Northwest Shoe Travelers, Inc., 


Northwest Shoe Travelers, Inc 

Michigan Shoe Travelers Club 

Accounting and Office Management 
Clinic, § n Se n, | 
rv f cd A 


mn 
k 


Boot and Shoe Travelers’ Assn. of New 
York, Inc., A } Show 
MASTA Spring Shoe Show, M 


Southwestern Shoe Travelers Assn., Inc. 


West Coast Shoe Travelers’ Associates 


ond 
0 
t A lee . 
Pennsylvania Shoe Travelers’ Assn., Inc. 
Cr \h , We > + 
nd Pe: 


Mountain States Shoe Travelers Assn., 
ata } Late Alba Hot 


Ohio Shee Travelers Club 


Foir 


Boston Shoe Travelers’ Assn 


Heart of America Shoe Show 


MA } r k 


Midwest Shoe Travelers’ Assn. 





The next best way /s to learn 
from others who have... 


In nine short months, shoe manufacturers from coast to 
coast have installed more than 500 United Power Toe 
Lasting Machines and over 200 more are now on order. 
Some of the machines on order from those who've already 
used them — some from those who have learned from others 
or 

No other power toe lasting machine performs like 
United’s Model B. 

The new features that make this machine the most- 
wanted flat lasted toe lasting machine on the market can 
even be added to Model A machines now in your factory 
to make them Model B’s. 

Immediate delivery of the Model B, or of conversion 
parts for your Model A, may not always be possible. We 
can’t make them fast enough to satisfy all demands, but 
the hundreds of satisfied users will tell you they’re worth 


waiting for. 
coe 





Features 


of the PTL — Modeil B 

@ Greatly improved upwiping and forming by con- 
forming Teflon toe band 

@ Fully adjustable to compensate for extremes in toe 
shape ond shoe size. 

@ United Thermoplastic Adhesive applier is standard 
equipment for stronger bonds, flatter bottoms and 
shorper feather lines 
All controls centralized on one handle. 

Push button control of upwipe, overwipe and bedding 
down pressure 

Teflon toe band protects even the most delicate 
upper stock 

Heated wipers available for better cement adhesion 
and flatter bottoms 

Sharply reduced operator fatigue completely 
powered, no treadle. 





UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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FASHION 
GOES SOFT 


.. in Colonial PARADE, a rich 
full grain glove leather . . . in 
Colonial GLISSANT with a wax 
finish .. . in Colonial TUMBLER, 
DARBURY and COLKRUSH, 
crushed leathers .. . all growing 
in popularity as the unlined 
shoe grows in variety. Write for 


BF \ 


(0 Gilt le4- ) 


by ROCKINGHAM SHOE COMPANY 
in Colonial G103 Scarlet Parade 


sample swatches. 


\ 
y/) COLONIAL TANNING COMPANY, INC. Boston 11, Massachusetts 





7iitL. Tain GERBERICHS are “America’s Most 

)-| - vy Popular Boys’ Shoes” because they’re 

E R B E R 5 UE 1 styled right by age groups: Youths 
F KAU ; 


Geaegi 814-12-3, Boys 1-6, Big Boys 61-11. 
P/ THE Each size run, in this fastest grow- 
aD : —| ggg 
Dr a ing part of the shoe business, has its 
Gj “J EY Ge Ay 
Tt C7 


48 7) own comprehensive program of spe- 
ali iiiil | 


cialized styles. 


GERBERICH-PAYNE SHOE COMPANY e mount Joy, PENNSYLVANIA 


& aeons 
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